50* per copy«*8 per year 
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Houston's Finest Facilities Help KPRC-TV Sei 



To ha\e the Southwest s finest TV plant facilities — 

that's good. But to have those facilities manned h\ a group 

of seasoned TV specialists — with over 700 man-years 

of TV experience — that's even heller! K1M\C-T\ delivers 

Houston's finest local shows, lop-raled MMC network 

programming, and superior syndicated films. It all adds up 

to this; The one Houston station that gi\es \ on 

more for your adveitising dollar is KIMIC-TY. 



KPRC-TV 



HOUSTON 

CHANNEL 




JACK HARRIS, 

Vice President ond General Manager 

Nationally Represented by 
EDWARD PETRY & CO. 



FIRST IN TV 



WITH OVER 700 



MAN-YEARS EXPERIENC 



New Sunday 
night tv plans 



Boston 4-vhf 
station area? 



WBC geared to 
local programing 



Tv "beat" 
is defended 



2 products in 1 
radio commercial 



Alternating comedy-dramatic hours is new switch in NBC TV's efforts 
to become No. 1 web Sunday nights. Key to plan is proposed axing of 
Goodyear Tv Playhouse, replacement with Dinah Shore, Bob Hope. 
Goodyear is mulling half-hour film show Tuesdays 8:30-9 p.m., in part 
of slot vacated by Shore and Hope. New Goodyear slot would be oppo- 
site ABC TV's Wyatt Earp, new CBS TV comedy, The Brothers. 

-SR- 

Boston would become 4-vhf station market, in effect, if Storer 
Broadcasting's request to move WMUR-TV, Manchester, N.H., transmitter 
32 miles southeast of town is okayed by FCC. Storer has applied for 
FCC approval of sale of station. Outlet was owned by former Gov. 
Francis P. Murphy of New Hampshire. Price i s about $850,000. Boston 
now has two v's on air, applicants for Channel 5 are awaiting oral 
argument before FCC. WMUR-TV gets into Boston area now but complete 
coverage is lacking. 

-SR- 

How do stations substitute local radio programing for network and not 
only keep but build audiences? Westinghouse Broadcasting thinks it 
has answer in wake of cancellation of NBC radio network daytime sched- 
ules. Program v. p. Richard Pack in NYC headquarters will hold rein 
on over-all program strategy at 4 stations , KYW, Cleveland, WBZ-WBZA, 
Boston-Springfield, Mass., KDKA, Pittsburgh, W0W0, Ft. Wayne, Ind. 
Network-type operation now stresses news, human interest, public ser- 
vice material, with local talent being imported at fast clip. WBC has 
been gearing itself for past 2 years to local-level switch, so move 
to non-network scheduling should be effortless. 

-SR- 

Though Attorney General Brownell was criticized for announcing anti- 
trust action against General Motors on NBC TV's new "Press Confer- 
ence," defense of Brownell 's action came from David Lawrence, news- 
paper columnist, editor of "U.S. News & World Report." Lawrence 
pointed out every publication dependent on ad money is "sponsored" 
in sense term is used for tv. Reporters who don't like what Brownell 
did, said Lawrence, have simple remedy: dig out the news themselves. 

-SR- 

What stirred up radio ruckus about piggy-back announcements, or slot- 
ting of 2 items made by same firm in one 60-second commercial? Some 
factors: (1) recent request from Lever for Dove soap, Pepsodent tooth- 
paste minute availabilities, with plan for 30 seconds of first prod- 
uct commercial, 10 seconds to be filled by local station, 20 seconds 
for second item; (2) Standard Brands' effort to double-slot a dog food 
and margarine in same minute ; (3) increasing interest by national 
advertisers in having 2 related products in same announcements ; (4) 
confusion over NARTB Tv Code stipulation, advising tv stations not to 
accept copy if one commercial sounds or looks like 2. 
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Reps says 'yes' 
*° P'ggy-backs 



B&M test still 
felt today 



Fetzer-Knorr 
own 10 stations 



Conventions 
up viewing 



Tv webs' 
profit pattern 



Blacklisting 
report dud? 



What's happening in afterwash of industry confabs about multiple- 
product radio announcements? Katz Agency and John Blair, 2 of bigges' 
reps, are recommending their radio stations take such business. 
Combo advertising has been used long time, but not to great degree. 
Block Drug advertises Amm-i-dent toothpaste and Py-ko-pay brush in 
combination announcements; Pharmaco, Chooz and Feenamint. Ralston- 
Purina and fruit company set pace years ago, Aunt Jemima pancake mix 
and Log Cabin Syrup more recently. New wrinkle seems to be in dis- 
tinct break or division between copy for each product , replacing more 
traditional integration pattern. 

-SR- 

What happens after product stops heavy tv campaign in a market? Burn- 
ham & Morrill (Portland, Me., packer of beans and brown bread) ran 
heavy tv test in Green Bay, Wis., last year. Then it stopped tv. 
Impact of initial campaign was enough to keep sales going at high 
level for 15-week tv hiatus. Then B&M resumed tv with modest cam- 
paign, continues to maintain record sales established during tv test. 
Campaign was reported in SPONSOR last year. Followup this issue 
(page 44) gives story of what happened since. 

-SR- 

John Fetzer, Fred Knorr, who headed 11-man syndicate to buy sixth- 
place Detroit Tigers for whopping $5.5 million own or have minority 
interest in 10 stations, 7 in Michigan. Local background of 2 men 
was important factor in their syndicate getting nod to buy team. 
One Knorr station, WKMH, covers Detroit. Other Knorr stations, also 
radio, are WKMF, Flint; WKHM, Jackson; WSAM, Saginaw. Fetzer radio-tv 
lineup includes WKZO-TV, WKZO, Kalamazoo; KOLN-TV, KOLN, Lincoln; 
WJEF, Grand Rapids; minority interest in WMBD, Peoria. 

-SR- 

With political conventions 3 weeks away, webs are looking forward 
to dropping a few million dollars. However, plus-values also accrue 
to networks: audience attention to tv, probably a speed-up in set 
sales. If 1952' s experience is indication, audience will increase as 
much as 10 percentage points over regular summer viewing. 

-SR- 

Tv sponsors, agencies, many of who^i have been complaining about 
rising video costs, got a healthy glimpse of rising profit-to-invest- 
ment ratios earned by tv webs with their o&o's. House Anti-trust 
Subcommittee released 1955 data last week. Figures for previous 2 
years had been released by Senator Bricker. CBS TV and 4 stations 
earned 54% return in 1953, 108% in 1954, 129% in 1955. NBC TV figures 
were 52, 87, 133%. Web's New York flagships, historically heavy 
earners, showed following return on investment during three year pe- 
riod: WCBS-TV — 1,053, 1,824, 2,290%. WRCA-TV, however, showed declin- 
ing trend — 2,135, 1,646, 857%. ABC TV figures were lower than others. 

-SR- 

Fund for the Republic's report on alleged blacklisting in radio-tv, 
movie industries may backfire on group due to hostile reaction by 
House Un-American Activities Committee. Committee Chairman Walter's 
attitude was s et forth following hearings in speech to Pa. VFW. 
Walter said there was no evidence of blacklisting, specific lists or 
"clearance men." He called report "partisan," "prejudiced." 
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ARTICLES 



Marketing: Just what role do agetteies play? 

Question posed above is answered by representatives of top agencies surveyed 
by SPONSOR. They tell how they integrate marketing into agency operation 

Institutional like a box-ton 

Reynolds Metals, pioneer in selling the aluminum industry to the consumer via 
network television, coordinates its institutional and consumer messages 

Scoops for a sponsor 

News in Milwaukee gets quick airing. Picture spread tells how WEMP covered 
a train wreck that made national headlines; how WXIX joined other outlets 
to score a newsbeat on election telecast that paid off for the sponsor 

II ow to get the most front personalities 

Here are tips to advertisers on how to take advantage of the local radio per- 
sonalities whom they sponsor, including d.j.'s, farm directors, newscasters 

lAtte-night movies double Brglcreem sales 

Harold F. Ritchie Co. ad budget soared five-fold, from $50,000 three years 
ago to over $2 million today via well-groomed boy-girl puppet commercials 

Tips on selling a candidate 

The third and concluding part of SPONSOR'S "How to sell a candidate: 1956" 
presents tips on before-the-camera techniques in television campaigning 

Selling the client on your station hug 

Former associate account executive and timebuyer at Biow Company analyzes 
this vital aspect of the buying-selling problem, via hypothetical situation 

How's KA. H doing nine months after tv test? 

When a product stops heavy tv campaign in a test market, what happens to 
sales? Burnham & Morrill, packers of beans and brown bread, have their answer 

11 hen Noon arrived, autlience was waiting 

Public relations department of WSM-TV, Nashville, went to work telling 3,000 
people about hour-long woman's service show through novel teaser campaign 
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Latest daytime scheduling for fall net tv 

Wind-up of the SPONSOR series of last-minute developments in the daytime 

network television roster for autumn, complete with detailed chart ff \ If f|. 

I tat -It Straws make debut with spot tv 

New product, FlavR Straws, is introduced into five markets with tv. After 

Now York test, 18,000,000 were sold in first month through tv participations (i j\ug. 
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CASE HISTORY- WOMEN'S WEAR 




Sjlh is 18 this year. A beautiful and 
healthy 18, thanks hugely to the good 
nutrition of Southern California 
Radio, 

Since 1938 the Sally Shops have been 
a family enterprise of the Zucker- 
maiiv, led and Marvin and tlieii 
father, II. Lew. Their object: bring 
high fashion to the Southland at 
popular prices. Their method: take 
the stores to the women in their 
residential neighborhoods. 

Foreseeing both the growth and the 
decentralization of Los Angeles, Sally 
harnessed the giant of advertising 
media, Radio, to cany the bulk of 
advertising. Morning newscasts and a 
half dozen weekend five-minute pro- 
grams a if on KlilG. Spots are run on 
two other fine Los Angeles inde- 
pendents. 

Results"-' Sally Shops have grown from 
one small store to beautiful, modem 
fashion centers in 15 communities in 
Los Angeles, Ventura and San Ber- 
nardino Counties. Sales ha\e increased 
substantially every year. 

Says John liainbridge, account execu- 
tive, I he Lansdale Company Adver- 
tising Agency." "Radio has been our 
indispensable tool in making Sally's 
the 'Most Walked About Clothes in 
Town' . . . by making them the 
'Most Talked About'!" 

Huge, sprawling, licit Southern Cali- 
fornia is reached best by radio: KlilG 
RADIO, for greatest coverage at low- 
est < ost -pei -thousand. 





K-/ KBIG 

J7ia (atalina Station 
10,000 Watts 

*m on vdiir 

W *+\J OI«L 



JOHN POOLE BROADCASTING CO. 

6540 Bunact Blvd.. Los Ang«lo« 28, California 

r*/epfione HOIIywood 3 370S 

Nat. Rep. WEED and Company 






Jack fieller. If'ciss & Gcller, Xew York, tcho's 
viewed industry moves as a past seller and present 
buyer, notes an increasing number of clients 
employing jingles in saturation campaigns, via 
radio. "If'e have two accounts a bottler and meat 
concern — in the New York area which use a great 
deal of morning radio on as many as five of the 
city's outlets," says Jack. "And I've noticed that 
these advertisers are just two who have been build- 
ing saturation campaigns around waltz- and 
slow-tempo jingles." lie feels that this is a 
''reawakened" trend. Six years ago, the soft drink 
bottler entered radio with the same type of drive 
on five stations. After a period when jingle 
saturation campaigns dipped, they returned 
stronger than ever. "And judging from the re- 
sults, they're more successful than ever" 



Walter Howe, Sullimn, Staujjer, Colwell & 
Haylcs, Inc., Xew York, maintains there is no 
definition of "saturation" in sjwt radio or tv. "First 
of all," says Walter, "it must be different in either 
medium. You saturate in a different way in radio 
than you do, or rather, can do in tv. Aside from 
early-morning radio, there's little comparison 
between what is available in the two media. You 
can promise a client that he can start a heavy 
radio campaign on a certain date, with an honest 
guarantee that his messages will be aired during 
time periods that deliver the people he wants. 
In tv you can't even promise to spend the allocation. 
It's all a question of availabilities. If you wanted 
to really saturate a market, you'd buy every pro- 
gram in the town. Obviously, saturation must be 
something less than this," he concludes. 

Ltirru Svliwartz, president of The W'exton 
Company, ISew York, says that advertisers get 
most from tv tclien thev use all. its potentialities. 
As an example, Mr. Schwartz told sroNsoit that 
a recent campaign by Broil-A-Foil (disposable 
aluminum foil broiler trays), purchased by him on 
IFRCA TV, .\cw York, realized its maximum 
potential. "If'e used minutes and ]Q-second LD.'s 
on the station, promoting the product via dem- 
onstrations and acceptance of known tv 
personalities. If'e tied in the drive through 
other media- and at the end of four months, ag- 
gressive promotion and selling enabled the prod- 
uct to find shelf space in every chain store 
in the area." About half the credit goes to tv. 
And he concludes, "More successes of this type 
could be attained if merchandising departments and 
limebmers worked together more." 
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(LITTLE ROCK) 



Is A Sure Thing In Experiment! 



MO. 



^Advertisers using 50,000 watt KTHS expect, and get, a 
lot more than Metropolitan Little Rock. They 
completely cover almost all of Arkansas. 

There's nothing speculative about KTHS's reception in 

Experiment (Ark.), for example. KTHS is 

easily heard there — just as it is in hundreds of 

other small towns and cities throughout the 

State. Result: KTHS has interference-free 

daytime coverage of more than 3-1 1 3 million 
people! 

Get all the facts on KTHS — Basic CBS Radio in 
Little Rock, and your best Arkansas buy! 

\ 

^TIJC 50,000 Watts 
V I CBS Radio 

OADCASTING FROM 

TTLE ROCK, ARKANSAS 

tepresented by The Branham Co. 

der Same Management as KWKH, Shreveport 

Henry Clay, Executive Vice President 
B. G. Robertson, General Manager 

i 

il 




The Station KTHS daytime primary (O.SMV M) area 
has a population of 1,002.758 people, of whom over 
100,000 do not receive primary daytime service from 
any other radio station . . . Our interference-free 
daytime coverage area has a population of 3.372,433. 





Captive 






RADIO KPQ GETS 

Results . . . 

2-1 



And We Challenge 
All Other North Cen- 
tral Washington 
Media To Disprove 
Us! 

Yes, that's a strong state- 
ment, but we are prepared 
to back that claim to the 
hilt .... with money on 
the line. 

So if you're buying — or 
plan to buy — the heart of 
Washington State, why 
waste money testing? Use 
the ONE MEDIUM that pro- 
duces 2 to 1! Use KPQ 
Wenatchee. 

AN ABC-NBC AFFILIATE 





560 K.C. 
WENATCHEE. 
WASHINGTON 



REGIONAL REPRESENTATIVES 
Maare and Lund, Seattle, Wash. 

NATIONAL REPRESENTATIVES 

Farjae and Co., Incorporated 

(One of the Big 6 Forjoc Represented 
Stations of Washington State) 




by Bob Forcmnn 
Hjalmar Vlehvrel rules again — roughshod as usual 

Hjalmar Pickerel, program buyer at Snook, Crappie & 
Bream, Inc., is known all along Madison Avenue as the most 
ornery man in the business. For example, every month he 
puts an ARB pocket piece in the Nielsen return envelope and 
mails it back to Nielsen just for kicks. So when we quote 
him on the subject of pure cusscdncss we use the words of a 
pro. Recently Hjalmar said: 

"I daresay that restraint is not a common attribute of 
either advertising or salesmanship. Maybe it shouldn't he. 
But nowhere in cither of these two fields does the lack of re- 
straint become so overwhelming as it does in the advertising 
and personal celling of a tv property." 

He went on to say, ''Much as I dislike to agree with any- 
one. I concur with Foreman when he described the unmiti- 
gated superlatives, true as well as false, which characterize 
the direct mail, trade ads and brochures of our fair industry. 
To me. however." Hjalmar went on. "these arc models of re- 
serve and delicacy compared to the ranting which is com- 
monly practiced face to face by many of the peddlers of pilot 
films. 

"They start laughing on the phone when they are setting 
up the screening date and by the time they are seated beside 
you. watching the main title roll by, they arc apoplctic in 
their unbiased and spontaneous enjoyment of the epic they 
are presenting. 

"I find it most disconcerting to sit next to a Living Laugh 
Track and have the yoks telegraphed to inc. Being a bit con- 
trary (Ed. note. Tim!') this attack prompts me to set my 
jaws and sit on my hands. 

'T feel similarly about the type of verbal preface I so often 
must listen to before the film is screened in which the pur- 
veyor of the art-form explains to me why it is great, wherein 
lies its charm and the lack of risk for anyone smart enough 
to become the purchaser. Also guaranteed is a rating in the 
high 30\s regardless of competition, feed-in or clearances. 

"A pox on the idiot who dares to disagree is the attitude 
of these hawkers. WHien the lights come up, Mr. Prospect 
better darn well profess enlrancenicnt or he will be drenched 
in disdain not only in person but for the rest of the day up 
and down Madison Avenue and its tributaries." 

Hjalmar went on to describe some of the irrelevant and 
dubious statistics to which he has been subjected by the over- 
(Please turn to page 66) 
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lipilal consumers carry a lot of weight today. They're 
lending more than ever in Washington food stores. 

j)od sales arc at an all-time peak. Up 38% in five years, 
cy now stand at half-a-billion dollars annually. This 
.crease in the Washington market over the past five 
jars is greater than the total food sales last year in 
harlotte, Salt Lake City or Jacksonville! 

fed advertisers have kept apace of spiralling sales with 
growing investment in the media that sell Washington 




best . . . WRC and WRC-TV, Washington's Leadership 
Stations. Today, 21 of the nation's top 25 food adver- 
tisers are on these stations' schedules. And over the past 
five years, food advertisers have increased their dollar 
investment on WRC and WRC-TV by more than 150%! 

In the great and growing Washington market, more 
and more advertisers who want to bring home the bacon 
themselves are going with the biggest guns in Wash- 
ington's selling boom . . . 



WRCandWRC-TV 



•Jin LKADERS1IIP STATIONS IN WASHINGTON, D. C. 




¥ . . . sold by IXIiCl SPOT SAIJ2S 
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LISTENERS 
WHO LISTEN 





MADISOK 



. . . LISTEN WHEREVER THEY GO 
. . . WHATEVER THEY DO! 

Listeners who listen assure the advertiser 
that his message receives full, conscious 
ottention. Pragromming that features 
NEWS, MYSTERY, DRAMA ond "TALK" 
shows demands ottentive listening. Direct 
your message ta the LISTENERS WHO 
LISTEN. They are the LISTENERS WHO 
BUY! 



MUTUAL DON LEE RADIO 

Represented Nationally by 
H R REPRESENTATIVES, INC. 




sponsor invites letters to the editor. 
Address 40 E. 49 St., Neiv York 17. 

BEING SCALPED? 

I got a big kick^out of Jim Spencer's 
letter to SPONSOR in your 25 June issue. 
Jim was more than a little concerned 
when you referred to Honolulu as a 
"foreign" market! While chuckling 
silently to myself, I suddenly realized 
that this fate of Jim's is a problem 
faced by many of us who happen to 
reside somewhere west of the Hudson. 

It would probably amaze some 
people who haven't traveled extensivelv 
(to pLit it mildly) to learn that our 
Los Angeles market has grown at the 
rate of more than 21 persons per hour 
since 1950! Since that year, Angelenos 
have welcomed a "new city" the size 
of Boston or Washington. D. C. — a 
total of 848,000 new citizens! 

I don't mean to be clannish, but 
really now . . . there isn't much danger 
of being scalped by Indians in the 
West today. It's 1956! 
George Anthony 
Media Director 

Stromberger, LaVene, McKenzie 
Los Angeles, Cal. 



I HE MOST POWERFUL ft A ^ 



CKLW-TV penetrates a popu- 
lation grand total area of 
5,295,700 in which 85% of oil 
families own TV sets. 




tYvam\el Q 

WATT S 



CKLW radio coven o 1 5,000,000 
papulation oreo in 5 important 
states. The lowest cost major 
station buy in the Detroit area. 



Adam J. Young. Jr., Inc., 
National R«». 



CKLW 

Guardian Bldg., Detroit 



J. E. Cimptiu, 
President 



Thoughts of an adman east of the Hudson? 



LOST AND FOUND 

Would it be possible for us to se- 
cure copies of SPONSOR for the follow- 
ing dates: U July, 25 July and 8 
August 1955? These issues listed 
"Timebuvers of the U.S.," and our 
original subscription issues have either 
been lost or appropriated. If this list- 

{ Please turn to page 15) 
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A NEW 
MOTION PICTURE 




A 16 mm film in Technicolor 
Narrated by 
Westbrook Van Voorhis 
Running time: 14 minutes 

Produced for 

ASSOCIATION OF 
AMERICAN RAILROADS 
Transportation Building 
Washington, D. C. 



THE RIGHT 
TO COMPETE 

is available, on a free loan basis, 

for sliowing before adult audiences. 

Bookings for any given date 

can be made through the 

following sources: 



THIS NEW FILM . . . 

. . . Discusses recommendations which are at the heart 
of the report of the Presidential Advisory Committee on 
Transport Policy and Organization; 

. . . Traces the course of competition 

as one of the creative forces that has made this country 

sound, strong and prosperous; 

. . . Speaks out in favor of allowing the 

regulated forms of transportation more freedom 

to price their services in competition with one another. 

... Is designed to help bring about 

a better understanding of today's transportation situation. 



THE PUBLIC RELATION'S 
DEPARTMENT 
of most 
railroads. 



ASSOCIATION FILMS 

Ridgefield, X. J., Broad and Elm Sts. 
LaGrangc, 111., 561 Hillgrove Ave. 
Dallas, Texas, 110S Jackson St. 
San Francisco, Calif., 351 Turk St. 



STERLING -MOVIES U.S.A. 
New York,N. }'. 
205 East -13d St. 
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ABOUT OKLAHOMA 




CITY TV VIEWING 

Check your June ARB 
for Oklahoma City 




— both f> 



KW 



Telecasting from — 

World's Tallesi Man-made Structure 

1 572 -Foot Tower — Maximum Power 




>nd LEARN 




GAR T. BELL, Executive Vice-President FRED L. VANCE, Sales Manager Represented by AVERY-KNODEL, INC. 
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under the Florida sun! 

Miami, the nation's 25th market, will have a great, new VHF 
television station starting July 29th . . .WCKT, Channel 7. 

WCKT • CHANNEL 7 

MIAMI 



BASIC TELEVISION' AFFILIATE 



SOLD BY 



SPOT SALES 



IWVOUB PICTURE 




WJAC-TV is the Number One 
Station not only in Johnstown, 
but in Altoona as well, and this 
one-two punch covers an area 
that rates 4th in the rich state 
of Pennsylvania, and 28th in 
the entire country. 

Well over half a million (583,- 
600 to be exact) television fam- 
ilies look to WJAC-TV for the 
best in television entertainment. 

Add to this the free bonus of 
WJAC-TV coverage into Pitts- 
burgh, and you have a total 
market for your sales message 
that just can't be overlooked, if 
you really want to tap the po- 
tential of Southwestern Penn- 
sylvania. 



1NQ MILLIONS FROM 
MOP THE ALLB3HENIES 



' " ATOP THE / 

if. i. 



JOHNSTOWN • CHANNEL 6 



Get full details from your KATZ man! 



49TH AND MADISON 

(Continued from page 10) 

ing is available from your files in 
excerpted form, that too would be 
more than satisfactory. 

SPONSOR is performing an invalu- 
able service to the broadcasting fra- 
ternity. Our executive and sales staff 
look forward to each issue. 

Bvrton Fellow ks 
Manager, IFDXB 
Chattanooga, Tenn. 

• Reprints of Sl'O.N'SOK's 1953 "Timel.uj crs of 
the U.S.** dirertory are available at 50c oaeli. 
However, an updated Hating will l>c published 
this summer. 



NEW SYSTEM NEEDED 

I have just read Dr. Deckinger's 
comment on radio ratings in the 25 
June issue of SPONSOR which was 
placed on my desk 10 minutes ago. 

I think Deckinger's analysis of to- 
day's radio ratings and his suggestions 
for making them realistic and making 
them conform to 1956 radio conditions 
are most significant. Our radio indus- 
try is undergoing enormous changes. 
The ratings systems have not kept pace. 
Dr. Deckinger's ideas, if adopted, 
would certainly bring ratings into line 
with radio in 1956. 

Personally, I would like to see 
another facet of audience measured as 
well . . . that is, the impact of a station 
upon its audience. There is no question 
in my mind that some stations are 
merely tuned in, while others are tuned 
in and listened to. 

Congratulations to you for featuring 
Dr. Deckinger's ideas as you have. I 
think you have provided another real 
service to the industry. 

Ernie Tannen 
V.P. and Gen I Mgr. 
WILY, Pittsburgh, Pa. 



DROVE 'EM TO WRITE 

We wanted you to know how happy 
we were to read your article in the 
14 May issue of sponsor, entitled, 
"White Rock drives 'ein to drink with 
spot radio." 

Mr. Morgan, the president of White 
Rock, and Mr. Killcen, the vice presi- 
dent in charge of sales, were just as 
enthusiastic as the agency about your 
very ably written article. 

Cal. J. McCarthy 
Vice President 
David J. Mahoney, Inc. 
New York City 




WREX-TV 

Q ON TOP 

157 to in 



WREX-TV 
leads in Va 
hour periods 
from 6:00 P.M. 
to midnite 

All 48 of the top 48 

once-a-week shows ore on 
WREX-TV! 

57 of the top 59 

once-a-week shows ore on 
WREX-TV! 

All 15 of the top 15 

multi-weekly shows are on 
WREX-TVI 

Facts from the April 1956 ARB 
Survey prove conclusively that 
WREX-TV continues to grow in 
favor with the ever increasing 
number of viewers in this 10 
county billion dollar market! 

WREX-TV 

ROCKFORD • ILLINOIS 

channel 13 

CBS • ABC 
AFFILIATIONS 

represented by 
H-R TELEVISION. INC. 
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Says JOAN RUTMAN 



Time Buyer 

/"GREY ADVERTISING AGENCY 



"But I sure have 
learned that WNHC-TV is 
loaded — loaded right up to their 
coverage limits with inducements 
that attract a smart time buyer! 
The only VHF outlet in Southern 
New England's-$3 billion market, 
WNHC-TV was shown in a 
recent survey* to hold a 54% 
share of audience and 433 of 
514 quarter-hour firsts. Add to 
this WNHC-TV's policy of cour- 
tesy announcements, paid news- 
paper ads and trade mailings and 
you've got a big gun in a big 
market." 

* ARB 9-county survey, 

January 1936 



WNHC-TV 

channel 8 
COVERS CONNECTICUT COMPLETELY 
948,702 TV Homes: 316,000 Watts 




by Joe Csida 

Proyramhitf nii.s'ccflfiiii/: music ttntl personalities 

Boh Leder, v.p. and general manager of WOR, New York, 
and his program director, Bob Smith are a couple of bright 
Bobs who need little if any help from this eorner. I hesitate, 
therefore, to take a bow for having inspired their new Music 
From Studio X program with the campaignette I've been 
conducting here aimed at getting more stations to use more 
packaged records (notably long playing platter packages) 
for better music shows. 

Inspired by Backstage or not, the happy fact remains that 
on 9 July, the Bobs started a new music show to run Monday 
through Saturday from 9:05 p.m. to 1 a.m. and 1:30 to 5 
p.m. on Sundays, made up entirely of music found in platter 
packages. The "Studio X" bit is a sound and showmanly 
gimmick in which the Bobs stress that this emanating point is 
equipped with the finest and latest high fidelity equipment 
and facilities such as diamond styli. easy-floating playbaek 
arm, special hi-fi line direct from Studio X to the WOR trans- 
mitter in Carteret. N. J. All this hi-fi folderol is important, 
of course, and the "X" routine docs framework the show 
well, but the heart of it remains the tremendous quantity of 
great music of every description available in record pack- 
ages. More and more individual jockeys and stations are 
going to continue to feature more and more packaged nmsie, 
and such music shows are going to build larger and more 
prosperous audiences for advertisers. 

♦ ♦ ♦ 

I'm certain that the remarks made here a number of issues 
back, speculating on whether Billy Goodheart's debut as an 
NBC executive might shortly be followed by live hand pro- 
graming on that network, didn't influence NBC program pol- 
icy. The fact remains, however, that shortly after Billy hung 
his hat in Radio City it was, indeed, announced that in the 
10 to 12 noon period, Mondays through Fridays, on the radio 
network, NBC was going to feature live dance bands. The or- 
chestras under consideration include the following: The Dor- 
seys, Guy Lombardo, Freddy Martin, Benny Goodman, 
Sammy Kaye. Fes Brown. Xa\ ier Cngat. and Harry James, 
to name just a few. To every one of these baton-wavers, that 
first call from Goodlieart re the new show must have brought 
back memories. Billy was active in the heyday of each one. 

I would be tin 1 first to admit that the idea of live bands at 
(Please turn to page 70) 
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SPONSOR 



Wham! Bam/- 




HERE IS ONE SHOW THAT THE WHOLE FAMILY WATCHES! 
...40% MEN. ..37% WOMEN . . . 23% CHILDREN 



ARB Roting, April 1956, Indionopolis. This is typical of our experience everywhere. 



RATINGS/ 



Remember-These Are Afternoon & Late Night-Time Ratings! 



WKJG-TV 

Fort Wayne 



Sat., 5 to 6 PM 



WOW-TV 
Omaha 



Tues., 11 to 1 2 midnite 



WHAM-TV 

Rochester 



Sat., 2 to 3 PM 



KDKA-TV 

Pittsburgh 



40.4 25.8 30.0 29.4 



Sat., 3 to 4 PM 



WAVE-TV 

Louisville 



Sat., 4 to 5 PM 



WGEM-TV 

Quincy, III. 



Sat., 10 to 11 PM 



WKRC-TV 

Cincinnati 



Sun., 1 to 2 PM 



WFBM-TV 

Indianapolis 



22.7 32.9 28.9 22.2 



Sot., 2 to 3 PM 



WHI0-TV-DAYT0N KSL-TV-SALT LAKE CITY WMAL-TV-WASHINGTON 



21.0 



Sat., 11 to We double the rating af the 
12 midnite next two stations combined! 



We're 4th af allshawsallweek 
— in a duck pin market! 



K0TV-TULSA 

We double the rating of the 
next two stations combined! 



Herewith is partial evidence of the incredible rating more often than not, our ratings were fantastically 

record racked up by this TV Sports Series, telecast high . . . and bear in mind, the show had to fight 

in over 150 markets in 1955-56 . ..in not one single the fact that, invariably, (because it is an hour 

instance did we get a rating worse than good! . . . film) it was slotted in a "fringe" time period! 




26 Brand New One-Hour Films Just Produced 

Ready for fall release . . . featuring America's top Bowling 
Stars . . . tremendous prize money to the winners . . . the 
most exciting, suspenseful sports show in the history of TV. 
78 one-hour films available, all produced by Peter DeMet. 

For further particulars on available markets, 
audition film, prices, etc., write, wire, or phone 



WALTER SCHWIMMER CO. 



CHICAGO: 75 E. Wacker Drive, Franklin 2-4392 

NEW YORK: 527 Madison Ave., Eldorado 5-4616 

CANADA: S. W. Caldwell, Ltd., 447 Jarvis, Toronto, Walnut 2-2103 






i 



Li 



4 looks at the 
way Kansas City listens 



All agree: It's WHB 



% March-April, 195G 
Metro Pulse: WHB 1st 
360 out of 360 

Vi hours in and out of homo, 
Mon.-Fri. 6 a.m. -midnight 



March, 1JJ.1G 
Area Nielsen : 
WI1B 1st 
every time period, 

1st all day and ni»ht 
42'.r share of audienee 
Mon.-Sat. (> a.m. -midnight 



Latest available 
Area Pulse: WHB 1st 
263 out of 288 



Vi hrs. . . . with 25-2nd place 
% hrs., Mon.-Sat., 6 a.m.-6 p.m. 



Feb.-May 1956 

K. C. Hooper: WHB 1st 

248 out of 260 V* hrs. 

1st all day with 
43.5% share of audience 
Mon.-Fri. 7 a.m. -6 p.m. 
Sat. 8 a.m. -6 p.m. 



Dominate? And how! Listen to the icriy 
Kansas City looks the nay Blair tells it— 
or talk to Willi General Manager George 
ir . Armstrong. 



WHB 



10,000 watts— 710 kc 
Kansas City 

Transfer mibjicl io FCC approval 



CONTINENT BROADCASTING COMPANY 

"The Storz Stations"— Todd Storz, President 



WDGY, Minneapolis-St. Paul 
Represented by 
Avory-Knodel, Inc. 



KOWH, Omaha 
Represented by 
H-R Reps, Inc. 



WHB, Kansas City 
Represented by 
John Blair & Co. 



WTIX, New Orleans 

Represented by 
Adam J. Young, Jr. 



WQAM,* Miami 
Represented by 
John Blair & Co. 



IV ew and renew 



SNISIt 
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New on Radio 

SPONSOR 



Networks 



Chi 



.Henri, Hurst, McDonald, 



STATIONS 

Chi ABC . ... 



PROGRAM, time, itart. duration 



t 



Insurance, Chi 
p Corn, Sioux City 
Jyers, NY 

>d, NY 

fitrus Comm, Lakeland, Fla. 
Pitts 



Chi 



os, NY, for pepsodent 

). Lipton, Hobokcn 

rod, Newark, N| 

JJn & Robbins, NY 

t Craft, Batavia, III 
n 



iper, Chester, Pa 
Chi 

J la, Stamford, Conn . 
in Pen, Seymour, Conn 



Christiansen, Chi 


ABC 




C. H. Hartman, Chi 


CBS 


203 


Y&R, NY 


CBS 


203 


C. L. Miller, NY 


CBS 


82 


B&B, NY 


NBC 


191 


Y&R, NY 


CBS 


126 


NLB, Chi 


NBC 


191 


FCB, NY 


MBS 


472 


Y&R, NY 


ABC 




E. Lieb, Newark 


ABC 




Ellington, NY 


MBS 


472 


JWT, Chi 


CBS 


203 


B&B, NY 


CBS 


144 


JWT, NY 


CBS 


203 


SSCB, NY 


CBS 


203 


Mgmnt Assoc, Stamford 


ABC 




F. D. Richards, NY 


. . NBC 


191 



Breakfast Club; M 9:15-9:20 am; 2 July only; M 9:25- 
9:30 am; 9 July; Tu 9:20-9:25 am; 3 July; W 9:50- 
9:55 am; 4 July; Th 9:25-:20 am; 5 July; F 9:50- 
9:55 am; 6 July 
Sports Caravan; M-F 6:35-6:45 pm; sts 25 June 
Godfrey Time; alt F & Tu 10-10:15 am; 7 Sept; 26 wks 
Road of Life; Th 1-1:15 3 July part; 30 July full; 26 

Sunshine Sue; W, Th, F 3:30-3:35; 27 June; 23 wks 
Monitor; Oct; 23 wks 

Romance of Helen Trent; M-F 12:30-12:45 pm Vl 
spon- Young Dr. Malone; M-F 1:30-1:45 pm Vi spon; 
Nora Drake; M-F 2:30-2:45 pm l/ 2 spon; 25 June; 

Monitor* News segs; 8 Sept; 15 wks; 10 5-min per 
week-end 

Bob & Ray; M-F 5-5:45 pm; 26 May; part spon 

Breakfast Club; 15 segs; sts 2 Oct. 

Breakfast Club; 8 segs; sts 13 Sept 

Bob & Ray; M-F 5-5:45 pm; 28 May; part spon 

House Party; Tu & Th 3:15-3:30 pm; 18 Sept; 26 wks 

News- M-F 2-2:05 pm; 2 Aug; 52 wks; Wendy Warren; 

M-F 12-12:05 pm; 2 Aug; 52 wks 
Codfrey Time; Tue & ev 4th. F 10:30-10:45 am; 14 

Aug; 5 wks 

House Party; W 3:15-3:30 pm; 25 July; 52 wks 
When A Cirl Marries; M-W-F 10:40-10:45 am; 6 Aug; 

26 wks 
Monitor; 10 Nov; 6 wks 




Renewed on Radio Networks 



SPONSOR 



AGENCY 



STATIONS 



PROGRAM, time, start, duration 



ome Foods, NY 



Foods, Chi, for Make-A-Shake 

ola, NY 

ry, NY 



>ds, White Plains for Calumet 
tors, Detroit 



ible Class, Crand Rapids 
Chi 

taley, Decatur, III 

>f Healing, Portland, Ore 



Y&R, NY 

Mason Warner, Chi 

-Mc-E, NY _. 

.B*tes, NY 

Y&R, NY 

Camp-Ewald, Detroit 



..CBS 42 
ABC 

MBS 167 

ABC ... 
ABC 

CBS 203 



pm, 
10- 



John M. Camp, Wheaton, III ABC 
-SSCB, NY CBS 203 



-R&R, Chi 

Century, Portland, Ore 



_ . CBS 203 
.. MBS 207 

rail; MBS 223 



Art Smith & Crackerjacks; M-F 4-4:05 pm; 2 July; 
26 wks 

Breakfast Club; M & W 9:30-9:35 am; 9 July 
Coke Time; T & Th 7:45-8 pm; 52 wks 
When A Cirl Marries; T-W-Th 10:30-10:35 am; 17 July 
Breakfast Club; Tu 9:25-9:30 am; 3 July 
Alan Jackson News; Sa 10-10:05 am, 12-12:05 
1-1-05 pm, 8-805 pm; Robt Trout News; Su 
'H'l !'IH 10:05 am, 12-12:05 pm, 5-5:05 pm; Robt Trout News; 
"lj'l"'- M-F 9-9:05 pm; 30 June; 52 wks 

Radio Bible Class; Su 8-8:30 am; 52 wks 
Codfrey Time; W & ev 4th F 10:45-11 am; 25 July; 
52 wks 

Codfrey Time; M-Th 10:15-10:30 am, alt F 11-11:15 

am; 6 July; 52 wks 
Wings of Healing; Su 9-9:30 am; 52 wks 
Wings of Healing; Su 10-10:30 pm; 52 wks 



(Broadcast Industry Executives 

NAME FORMER AFFILIATION 



NEW AFFILIATION 



"ley 

Berk ._ 

lolton 

Iremser . 

I J. Burnett 

uskett . 

assidy . 

I, Chadwick 

risteon 

Curran 

H. Dreyer 

Jim" Eshleman, 

M. Fairbanks 
I Cleb ... . 

ham, Jr 

Hanheide 
1 Haskell 

avanagh 
•elly 
J. Kirer 

I Krauss ... 

jviti 

L. Krebs .. 

Lucas 
Mason 
. McArdle 
t Melzac . 

Odeal 

I H. Pelzer 

Pickman 
'urves 
evisore 

Richardson 

E. Richer 

ucker 

ilkin 

lipley . . 



KBIF, Fresno, Cal, anncr 

MCA TV, NY, east pub director 
Donn Bennett Prod, Phila 
KF£B, Omaha, program director 
WIP, Phila, production mgr 
KCBQ, San Diego, gen mgr 
tv packager, other info not available 
Hollingshead, Camden, adv media super 
WCN, Chi, sales 

ABC TV, NY, mgr coop program dept 
Art Dreyer Co, Fresno, Cal, partner 
Jr.. Petry, NY, tv sales 

KNX-CPRN, LA, sales promo asst 

ABC Radio, NY, station clearance 

Y&R, NY _. 

KBTV, Denver, traffic mgr 

KFAB, Omaha, pub service director 

Byer & Bowman, Columbus, acct exec 

KTXL-TV, San Angelo, Tex, gen mgr 

P&C, NY, retail selling-merchndsng-adv 

WFLN, Phila, sales-production 

Lewis & Martin Films, Chi, vp-sales & adv 

Sarra, Chi, acct exec-sales promo mgr 

WCUE, Akron, acct exec 

KNX-CPRN LA, program promo mgr 

NBC TV, NY, T-H-T sales 

TPA, NY head intl div 

KYW-TV, Cleve, film director 

ABC Radio, NY, sales 

Columbia Pics, LA, prod asst 

KBIF, Fresno, cal, acct exec 

WMRY, New Orleans, comml mgr 

AFN, Bremerhaven, Ccrmany, station super 

WABC, NY, sales 

Best Time Sales, LA office, mgr 

UPA, LA, writer -director 

Sh.eveport, La, radio news other info not available 



Same, program director 
CBS Radio, trade news ed 
WIBC, Phila, sales 
Same, gen mgr 
Same, sales acct exec 
KRAM, Las Vegas, vp-gen mgr 
KBIF, Fresno, Cal, acct 
WIP, Phila, sales 
Weed, Chi, sales 

Same, asst regional mgr station relations 
KBIF, Fresno, Cal, acct exec 
Same, east rad sales mgr 
Same, merchandising mgr 
WABC, NY, jr acct exec 
Coulding-Elliott-Craham Prod, NY, pres 
Same, asst program director 
Same, asst mgr 

WLW-C, Columbus, client service director 

Official Films, Dallas office, sales head 

Avery-Knodel, NY, tv sales 

WIP, Phila, sales acct exec 

Fred Niles Prod, Chi, acct exec 

Calbreath Pics, Chi, vp-chg Chi operations 

Same, asst station mgr 

Same, ntl sales rep 

NBC Spot Sales, NY, tv salesman 

Same, also vp-sales coordination & expansion 

WRCA-TV, NY, film director 

WABC, NY, acct exec 

Briskin Prod, LA, vp-programing 

Same, sales mgr 

Same, stn mgr 

KSBK, Okinawa, mgr 

Adam Young, NY, rad acct exec 

KHJ Radio, LA, acct exec 

UPA, London, mgng director 

KCIJ, Shreveport, La, stn mgr 



Max 

Banzhaf (5) 




H. J. 
Boos (5) 




E. E. Eshle- 
man, Jr. (3) 





Richard 
Hchman (5) 




Helen C. 
Horrigan (4) 




Russell J. 
Hug 15) 
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iy/ew and, renew 



Stuart M. 
Lcnz (5) 



Vincent 
Melzac (3) 



Robert E. 
Richer (3) 



John T. 
Shannon (41 






Mort 

Silverman 13) 




3. Broadcast Industry Executives (continued) 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



Mort Silverman . 
Ceorge L. Snyder 
john Sonders 
Warren Thomas 
William H. Vogt 
|ohn P. Wiley 
Charles F. Wister 
Dick Zavon 
Carl Zimmermann 



WMRY, New Orleans, gen mgr Southland Bcstng, New Orleans, exec vp-gen mgr-sa | 

infor not available . CKLW AM-TV, Detroit, natl sales-merchndsng 

KCST, Fresno, Cal KBIF, Fresno, Cal, acct exec 

WKRC-TV, Cin, anncr Same, acct exec 

WDAS, Phila, Local sales mgr . ._ Same, comml mgr 

WRCV-TV, Phila, sales promo director .. Same, adv-promo director 

WIP, Phila WPFH, Wilmington, sales rep 

WLW-C, Columbus, client service director Crosley Bcstng, Cin, audience promo mgr 

WISN-TV, Mlwkee, news director WISN, Mlwkee, asst mgr 



4. Advertising Agency Personnel Changes 

NAME FORMER AFFILIATION NEW AFFILIATION 



Norman Baer 
William J. Baker 
john Brookman 
John A. Burns 
Albert R. Busch 
|ohn T. Cunningham 
Donald Davis 
Louise Dykes 
Vern Eastman 
Herbert Flaig 
Sidney Crabosky 

L. Dickson Criffith 
Helen C. Horrigan 
L. ). McCrady 
James B. Orthwein 
Steven Parrot 
Jack Rafield 
Victor Sack 
John T. Shannon 
James Murray Shivas 
Ceorge A. Slater 
Eldon E. Smith . . 
Thomas Stafford 
William H. Steele 
Joel Weisman . ... 
Lee White 



Hilton & Riggio, NY, am-tv director 

Needham & Crohmann, NY 

R6R. Toronto, vp-mgr Canadian operations 

Ntl Mktng Consultants, NY, vp . .. 

info not available 

A&C, NY, asst director pub relations 

Biow, NY, acct exec . . 

DFS, NY, head print media 

D'Arcy, LA, acct exec 

WKRC-TV, Cin, acct exec 

Crabosky Bros, Phila, exec 

K&E, NY, vp 

Chambers & Wiswell, Boston 

Electric Auto-Lite, Toledo, asst to vp-adv director 

D'Arcy. St. Louis, vp. . .... 

Crant, NY, asst acct exec 

Frank Block, NY, vp 

Biow, NY, asst director am-tv production . . . 

K&E, Chi, acct exec 

Carter Products, NY, prod mgr 

Mumm, Mullay & Nichols, Columbus, senior vp 

Y&R, NY, vp-merchandising mgr 

Rem-Rand, NY, asst adv-promo mgr ... 

FCB, NY, vp-senior acct exec 

WABD, NY, mgr film production 

Biow, NY .... 



Lewin, Williams & Saylor, NY, am-tv director 
NCK, NY, mktng 
BBDO, Toronto, senior acct exec 
M. Sackheim, NY, mktng director 
Bozell & Jacobs, Omaha, acct exec 
Morey, Humm & Warwick, NY, pub relations acct e 
K&E, NY, acct exec 

John Mather Lupton, NY, media director 
Same, vp-LA office mgr 
Flaig Adv, Cin, owner 

Robinson, Adleman & Montgomery, Phila, acct super- 

tary-treasurer 
Same, acct super 

C. F. Hutchinson, Boston, media director 

NCK, Toledo, acct exec 

Same, board of directors 

Crey, NY, acct exec 

Crey, NY, acct exec 

K&E, NY, comml production 

K&E, Atlanta office, vp-mgr 

NCK, NY, acct group 

Same, exec vp 

Y&R, Chi office, mgr 

NCK, NY, acct group 

FCB, LA, vp-acct group mgr 

NCK, NY, am-tv prod 

D'Arcy, NY, vp-acct super 



5. Sponsor Personnel Changes 

NAME FORMER AFFILIATION 



NEW AFFILIATION 



Raymond P. Abouchar 
Aldon M. Ashcrman 

Max Banzhaf 
Martin F. Bennett 
H. J. Boos 
Hugh R. Chamberlin 
P. M. Clancy 
Edward H. Coale 
John M. Eastman 
Thomas C. Fielder 
A. H. Forster . 
R. E. Franz 
Richard H. Hehman 
J. E. Holden . 
Russell J. Hug 
Donald J. Hughes . 
Ceorge C. Isham 
Edward V. K. Jaycox 
Arthur La Cour 
Stuart M. Lenz . 
C. H. Menge 
C. W. Moodie 

Robert W. Nacthing . 
David Pickett 
Victor A. Pizzolato 
F. M. Schwemmer 
Robert B. Smallwood 
John H. Thomas 
Carl I. Wood 
C. F. Worthington 



Firestone Akron mktng research .... 

Amer Cyanamid NY, asst adv mgr industrial chemicals 

Armstrong, Lancaster, Penna, adv-promo director 

RCA, NY, director reg ops 

Pabst, Chi, sales 

P&C, Cin, asst brand mgr Cleem 

Pabst, Mlwkee, branch mgr 

Shorland Freezer, Salisbury, Md, sales mgr 

Canada Dry, NY, asst adv mgr 

C.E., Syracuse, sales promo tv receivers 

Armstrong, Lancaster, Penna, asst director adv-promo . 

Pabst, Mlwkee, sales super 

Pabst, Chi, adv mgr 

.Armstrong, Lancaster, Penna, asst director adv-promo 
Cen Baking, NY, exec vp 

.Sylvania, NY, adv-sales promo super electronic prods 
Sylvania, NY, east reg mgr distrib sales electronic prod 
Firestone, Akron, mktng research 
Walker-Crenshaw, NY, am-tv mgr 
Stand Brands, Chi, west reg sales mgr 
Eljer, Pitts, exec vp 

Armstrong, Lancaster, Penna, asst director adv-promo 



east reg sales mgr 
asst to vp-mktng 



Lehn & Fink, NY, 
Zlowe Adv, NY 
Rockwood & Co, NY, 
R&R, NY, vp-director 
Lipton, Hoboken, pres 
Indian Head Mills, NY, adv mgr 
Lipton, Hoboken, exec vp-gen mgr 

Whirlpool-Seeger. St. Jo, Mich, service admin director 



Same, advance planning 

Sylvania, NY, adv mgr-parts-chemical-atomic energy- 

tronic systems 
Same, adv-promo-pub relation director 
Same, vp-merchndsng 
Same, admin asst central reg sales mgr 
Carnation, LA, assoc adv mgr evaporated milk 
Pbst, Chi, met division sales mgr 
Minute Maid, LA, Snow Crop label product mgr 
Eastco, White Plains, NY, adv mgr 
Same, mgr adv-sales promo tv receivers 
Same, asst director adv-promo-pub & mgr pub rclatioi 
Same, branch mgr 
Same, brand mgr 

Same, asst director ad-promo-pub & mgr adv creative 

Same, pres-director 

Same, adv mgr electronic sales 

Same, gen merchdsng mgr electric prod sales dept 

Same, advanced planning 

U.S. Rubber, NY, am-tv pub relations 

Cen Baking, NY, vp-mktng 

Frigidaire, Dayton, gen sales mgr 

Same, asst director adv-promo-pub & mgr promo 

serv dept 
Same, spec asst field ops 
Autoyre, NY, adv mgr 

Lehn & Fink, NY, asst prod mgr Hinds-Etiquet 
White Labs, Kenilworth, NJ, vp mktng 
.Same, chairman-chief exec 
Lehn & Fink, NY, Tussy adv mgr 
Same, pres 

Same, sales mgr refrigerators 



Dick 

Zavon <3> 




6. New Agency Appointments 



SPONSOR 
Admiral, Chi 

Armstrong Rubber, West Haven 

Cood Humor, Brooklyn 

Jiff Chem, Spokane 

Knapp ■ Monarch, St. Louis 

Lever Bros, NY 

Lever Bros, NY 

Lexol. Caldwell, NJ 

Market Basket. LA 

McKesson & Robbins, NY 

Philip Morris, NY 

Natl Chem Prod, Sydney, Australia 



PRODUCT (or service) 



appliance & electronics 

Cood Humor 
Jiff sealer 
appliances 
Dove soap 

Spreez cheese spread 
leather preservative 
supermarkets 
drug & Chemical 
Spud cigs 
Napio cosmetics 



AGENCY 



Henri, Hurst & McDonald, Chi 
L&N, NY 
MacM-J&A, NY 
Pacific Natl, Spokane 
Frank Block, St. Louis 
Ogilvy, Benson & Mather, NY 
FCB, NY 

Force, Paterson, NJ 
Lansdale Co, LA 
DFS, NY 

Ogilby, Benson & Mather, NY 
Cayton, NY 
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THE 
COUTHERN 
^/^ALIFORNIA 
^^LOOK 




4. trTjT 



I rows of roses rambling over yards of It's acres of flowers-an eight-million-dollar It's millions of lasting impressions-made 
>ressed pleats-in this fresh new cotton garden, within the krca signal area, that on big-earning, big-spending Southern 
igned by Alex Colman of California. produces 45% of America's rose crop. Califomians by advertisers who use . . . 

J^RC A # 4 • • SOLD BYlNBGlSPOT SALES 

NBC LEADERSHIP STATION IN LOS ANGELES 




in 





t 




Small talk to you. maybe 
but it goes a long way with women. 
Talk to them about what they 
want to hear, and they'll give you 
their undivided attention. 
They'll listen. And they'll believe. 
And they'll buy. 

That's the gentle art practiced 
by WBBM's Jim Conway, 
Mai Bellairs, Eloise Kummer, 
Josh Brady, John Harrington, and 
Paul Gibson — an art that's won 
the confidence (and opened the 
pocketbooks) of women throughout 
the Midwest. Personalized 
selling, they call it. Whatever 
anyone calls it, sponsors keep 
coming back for more. Like to hear 
one of these star salesmen 
apply "the personal approach" to 
your product ? We'll gladly 
prepare a special tape for you. 
For details, write, wire or 
phone CBS Radio Spot Sales or. . . 

WBBM RADIO 

Chicago's Showmanship Station 





75.3% 

AUDIENCE 
SHARE 

MONDAY thru FRIDAY 




"CLUB 1320" 

with DAVE FROH 



2:05 - 5:30 PM 

MONDAY - SATURDAY 



THIS SHOW IS 8 YEARS OLD 
FEATURING THE TOPS IN POPS 
AND CHATTER BY CENTRAL 
MICHIGAN'S MOST LISTENED-TO 
D.J. 

Share of Audience 

"CLUB 1320"— 75.3% 




STA. B- 
STA. C- 

CALL • 



VENA HI) 
It INTO LL 
McCONNEIX 
INC. 



-15.5% 
-16.9% 



C E. HOOPER 
INC. 
1956 
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5000 WATTS 



MUSIC • NEWS • SPORTS 

IN 

Lansing. M icliigan 





J. Whit net/ Peterson 

President 

United States Tobacco Co., New Yorlt 



''It seems to me lli;it tv would not be the medium it is if ABC, CBS 
and NBC hadn't made network coverage possible."' says J. Whitney 
Peterson, president of United States Tobacco Co. 

'"Of course tins view lias nothing to do with what happened to us.' 
he adds, referring to the fact that his firm's show. Martin Kane, was 
forced off the air a couple of years ago. "That was a question of a 
sales policy I liat could have been improved at the time. 

Since die firm slopped sponsoring its own network tv show, it's 
been forced to reshape its marketing and advertising approach. "The 
days where we could afford network tv on our budget seem to be 
gone.'' Peterson told SPONSOR regretfully. 

At the moment, the tobacco company is buying into network par- 
ticipating shows and sponsoring The Continental, a 15-minule film 
show, in \ew York, Philadelphia and Los Angeles, through its 
agencv. Kudncr. 

"When we had Mart ; n Kane, a large portion of our budget was 
in tv.'" says Peterson. "Since that time, there's 1 ecu a growth in most 
major markets of secondarv and tertiary stations that will have to 
rely on good syndicated shows for their programing. We may 
eventually expand our sponsorship to many of these stations, but 
they'll have to do their part in developing heller audiences. WOR- 
TV is one example of a station that's known how lo do that with its 
Million Dollar Movie. Network tv isn't 1 he only answer lo broad 
coverage. ' 

Peterson, a dynamic man in bis fifties, looks forward to the day 
when "luxury'" or "culture-backed"" brands catch on again in the 
cigarette market. In lhe interim, lie s pushed for popular pricing and 
more convenient and all radix e packaging in his firm's Encore and 
Sano brands, smokes both with relative impartiality. 

"We re essentially a snulT and tobacco producer,'' he told SPONSOR. 
""We didn't introduce cigarettes until 1052. Now for snuff and to- 
bacco, use of national air media can be loo expensive, since we re 
aiming our message at a special and small group of the total audi- 
ence. In cigarette advertising, on the other hand, you need only look 
at \ our Iv lineup* lo realize tin impact of l\ in ibis area. 

A traveler In avocation. Peleri-on has made frequent jaunls to 
Europe and \frica with his wife, only regrets at those times having 
to leave behind lhe Keeslioiul do sis he breeds. * * * 
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YOU CATCH MORE VIEWERS ON THE STATION 
CHAT'S NO.1 NIGHT AND DAY IN SOUTHEASTERN MICHIGAN 




Sales minded advertisers 
are hauling 'em in with the 
potent late night programming 
on 

WJBK-TV 



CHANNEL 




DETROIT 



Detroit's great wealth of consumer buy- 
ing power comes from the industries of 
Southeastern Michigan. In turn, these 
industries make for unique time schedules 
and living patterns. 

Twelve midnight is 12 noon to the man 
who works the night-shift. And his family 
must adjust accordingly. This is one 
reason why Detroit (America's No. 5 
market) is the town with the BIG night- 
time TV ratings. 

And remember: WJBK-TV with its NEW 
Columbia-Screen Gems "Nightwatch 
Theater" gets most of these late-night 
viewers. 

40% MORE THAN STATION B 
55% MORE THAN STATION C 
124% MORE THAN STATION D 

(Competitive post-lhOO PM ratings, June ARB) 

Yes, "night fishing" is great in Detroit . . . 
especially when you bait your hook with 
advertising on WJBK-TV. 

* According to both Puhe> nnrl APR 
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e Carolines 




well-calculated to 

increase southeastern sales 



Today in the Carolinas a massive television market is alive and throbbing 
with the progress of active people. 

Nerve center of this Southern industrial-distribution crossroad is Television 
Station W'BTV, Charlotte. Fiom the beginning. WB'I V vision spearheaded 
the development oi this vital market. 

Now! 1956 Sales Management Market Data reports the population in 
WHTV's 100 m m area to be 2,552,000. Retail sales are $2,085, 130,000. 
Effective buying income S2, 971 ,773,000. 

Exercise your vision in the Carolinas and schedule hut cased sales for your 
product. Contact CHS 1 elevision Spot Sales or WBTV. 
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CHARLOTTE 

¥£ - 



Jui't'KHsON StaNDAKD BhOADOASTINO COMPANY 
'VISION IN TIIK fAUUIJXAH" 
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Marketing is in a stale of flux. 

Agencies agree on need for service, 

but differ in approach and operation. 




'lis article is part 
the SPONSOR 

Igenry in transi- 

an" series. See also 
rketing articles 
ries running 

om 28 November 

955 through 9 

anuary 1<)5G 



Marketing: just what role 
does the agency play ? 

Six top agencies explain their approach to this new service 



crucial question among top agencies today is, "How and at what level should we 
integrate marketing into the agency operation?" 

Eventually, marketing will revolutionize the role of advertising agencies This 
new agency service has already affected agency organization in many instances and 
may eventually change the very structure of advertising agencies. 

In the recent pa.-l, major advertising agencies have recognized a need to prone 
deeper into client problems than ever before to insure the sales effectiveness of expen- 
sive advertising campaigns. Marketing already has had a sweeping effect upon the 
planning of advertising strategy, upon media decisions and upon the way Iv and radio 
buying on a network as well as at spot level fits into the client's total opcratiou. 

To determine what role major agencies arc playing in marketing today, sponsor 



23 JULY 1956 



29 



MARKETING: WHAT ROLE? [Continued) 

interviewed llie heads of marketing at 
top iiueric ies. discussed with tliem their 
concepts ami philo>ophies of market- 
ing and inquired into t lie organiza- 
tional set-up provided for this new 
agen< \ sen ice. sto.nsok's depth-inter- 
\iews with these marketing experts 
re\ealed the beginnings of a number 
of trends that nun become dominant 
in agency thinking and organization 
within the next few years. 

Briefly, these are some of the poten- 
tial patterns for the marketing-con- 
scious advertising agency in I960: 
• Top- lei el media men will become 
well-rounded marketing men. Many 
of them grow out of ranks of market- 
ing experts who ve seen the elTects of 
media decisions in their previous roles 
as top management sales executives for 
clients. The relationship between plan- 
ning marketing strategy and planning 
media strategy has always been a close 
one. 

"^ ou can't make media recommen- 
dations in a vacuum,*' as a top JWT 
media executive put it to SPONSOR. "As 
agency services have been broadening, 
media men have become move and 
more exposed to other factors beyond 
media buying that influence sales. Mar- 
keting experts today need to know a 



great deal about t\ and othei media 
and vice icrsa. It's almost axiomatic 
that the two functions may some day 
merge. ' 

• I here 11 be a new breed of account 
executives. \s the men ultimately re- 
sponsible for advertising plans made 
for their clients, account executiies 
will need to know their clients' busi- 
ness in depth, all the wav from the 
laboratory level through the channels 
of distribution. 

An increasing number of top agen- 
cies are hiring as account executi\es 
men who grew up through sales or 
product management rather than men 
schooled in advertising agency opera- 
tion only. 

"Even now it's uneconomic for an 
agency to maintain both an advertis- 
ing account executive and a marketing 
expert on each account." a CSW execu- 
tive told Sponsor. "But clients require 
the service, and most account execu- 
tives don't have the background yet 
to fulfill it.'' 

• Top marketing experts will be on 
top management levels. They will pro- 
pose the broad outlines for a sales 
strategy, which dictate media and 
copy decisions. 

"The effects of such marketing-con- 



sciousness w ill be apparent on all levels 
of agency operation.'" said a Compton 
media executive. '"After the marketing 
plans for a particular product have 
taken shape, the information upon 
which they were founded will be an 
invaluable guide to the media buyers. 
They'll ha\e available to them a pro- 
file of the product deriving not indi- 
rectly through the client or through 
account executives only, but from a 
first-hand source in the form of mar- 
keting experts." 

These trends have already become 
apparent to various degrees in the way 
scleral top agencies integrate market- 
ing into their operations today. Here 
are examples of different approaches 
to the marketing function by some 
major agencies: 

kenyon & Eckhardt: A recent realign- 
ment in this agency, effected late in 
spring, brought marketing to a top- 
level management position. Maxwell 
I le, the newly elected senior v. p. in 
charge of marketing services, is actu- 
ally responsible for four major agency 
departments that fit into KXF7s broad 
interpretation of marketing: media, re- 
search, tv and radio, promotion. 

"A marketing plan sets the pattern 
for moving goods or services from the 



MORE WAYS THAN ONE TO SKIN A CAT . . . OR TO SET U 



McCann-Erickson 

Personnel: Roy Anthony, v.p. of sales development, heads 
up a department of 100, composed of 12 professional mar- 
keting men, six creative idea people for sales promotion, 
one packaging man, one display man, one premium man, 
copywriters for promotion copy, artists for promotion art. 

Purpose: To furnish clients with "laboratory-to-consumer"' 
marketing guidance, advice on type, form and packaging 
of product, pricing, cost of selling. Through three depart- 
ment members who are on the agency marketing plans 
board, knowledge- is translated into advertising strategy. 



Compton 

Personnel: William Nevin, v.p., director of marketing 
development department, has 11 marketing specialists under 
him, each with a long background in sales management. 

Purpose: To maintain continuous trade contact to supple- 
ment client's knowledge, provide basis for account group's 
advertising strategy planning. Marketing is a separate 
service department which digs up information other agency 
departments (e.g. media, research, copy ) can use. Market- 
ing men continuously work in field, observe market reac- 
tions to sales and advertising plans. They create test 
market operations, keep tabs on competition, advise client. 



30 



SPONSOR 



producer to the consumer," Max Ule 
told SI'ONSOK, adapting a basic eco- 
nomic interpretation of marketing into 
agency terms. "My role is to help set 
up standards or principles for the 
account groups." 

These standards include a variety of 
guidelines for any particular client: 
marketing strategy (including pricing, 
packaging and distribution of a prod- 
uct) ; size of advertising budget: cri- 
teria for media selection: media 
combinations. 

The single most interesting aspect 
of the reorganization is the fact that 
the tv-radio programing department is 
made responsible to the top-level mar- 
keting man, rather than being grouped 
under creative services. 

"This is a logical development,*' 
sa\s Ule, "Since the choice of an air 
media vehicle is comparable to the 
choice of one magazine over another. 
It's a decision that must meet with the 
client's marketing objectives. W hereas 
the developing of the commercials to 
fit into the vehicle is a creative func- 
tion." 

The ultimate responsibility for shap- 
ing marketing strategy rests within the 
account group. However, the account 
executives can and do draw upon the 



specialized knowledge provided 1>\ ex- 
perts in the promotion department, 
headed b) Hal Davis, v. p. in charge 
of promotion. These experts, w ho w ork 
on one or more accounts, actualh 
have a background in sales and sales 
management. The) maintain continu- 
ous contact with the trade and client 
sales force and provide the recommen- 
dations and information to the account 
group that makes marketing planning 
possible. Areas of responsibility in- 
clude knowledge and recommendations 
on form and packaging of product, 
pricing, distributing, cost of selling. 
Compton: Under Bill \evin, v. p., di- 
rector of the marketing development 
department, there are 1 1 men with a 
decade or more in previous sales man- 
agement experience. A common de- 
nominator between Compton and K&E 
is the fact that this department, like 
K&E's promotion department, func- 
tions as a service department to the 
account group and client in establish- 
ing marketing policies: (1) pricing. 
(2) test market operations, (3) gath- 
ering and analyzing marketing facts: 
14) determining investment, spending 
plans on new products. 

"We look for marketing men who've 
been sales managers, not admen,'' says 



John Hi.se, \.p. and account super- 
visor, former!) head of the marketing 
development department. 

"Suppose, for example, that a client 
wanted to launch a new product. One 
of our marketing men would help de- 
velop a strategy, encompassing how the 
product is to be in position, size and 
price of the product, along with analv- 
fi.s of competitive factors. 

It was in 1950 that Compton's de- 
partment evolved to a new look, 
changed its name from merchandising 
to marketing, and made more special- 
ized top-level sales experience a re- 
quirement for marketing men within 
the department. The reasons its execu- 
tives point to are broad economic and 
business factors. 

While their contact within the agen- 
cy is principalK through the account 
executives, the knowledge provided by 
the marketing experts does funnel 
through to such related departments 
as media, for example, and helps set 
patterns for media decisions. 

The marketing experts are the men 
who have continuous direct contact 
with the trade and see the effect of s 
particular time buy, for example, on 
the movement of goods. They're fa- 
I Please turn to page 109) 



METING DEPARTMENT, AS THIS AGENCY SAMPLING SHOWS 




Personnel: Charles A. Pooler was v. p. in charge of market- 
ing for purpose of coordinating media, research and tv-radio 
departments. Now he heads agency's administrative section. 
Account supervisors are expected to be marketing men. 

Purpose: Account supervisor-marketing men are expected 
to draw on service departments (research, media and the 
newly created professional marketing division which spe- 
cializes in pharmaceuticals), for knowledge to translate 
into marketing counsel for clients. They coordinate knowl- 
edge of local market situations provided by field men in 
merchandising, store audit and research; advise client 
on all phases of pricing, packaging, distributing product. 



Kenyon & Eckhardt 

Personnel: Maxwell Ule. senior v.p. in charge of market- 
ing services, is man to whom media, research, tv-radio 
and promotion heads report under this ad agency's set-up. 

Purpose: To bring marketing strategy planning to very 
top management level in agency and let advertising strategy 
grow out of client's broad marketing needs. Agency feels 
it's logical that tv-radio head report to top marketing execu- 
tive, since choice of a tv vehicle is comparable to a media 
selection between magazines. Buying any creative air media 
vehicle is considered a marketing service function. Then 
creative services come in to write commercials. Marketing 
planning at K&E covers art) thing that affects sale of goods. 
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Institutional like a box ti 




..If/ 



e don't believe in the term 



We like to 



Sale- and broadcast ad plan 11 i iifi are -nper- 
vised 1)), 1. lack lio\h\ dir., radio-tv adver- 
tising: r. David J\ Reynolds, v. p. in charge 
general -ale- and -on nf company's founder 



"institutional" advertising, 
call it 'educational'.* 

1 In- i- how Jack Boy le. director of 
radio and television advertising for 
HeMiold.N Metals Co.. Louisville, Kv.. 
characterizes the aluminum company s 
advertising program. About half of its 
total adxertising eflort involves net- 
work television. Reynolds, after five 
\ears of tv. this season will spend 
about S3. 5 million to sponsor the new 
svndit-ated film. Cirrus Hoy, on ]()<! 
SUC-TY stations. 

Sponsorship of the tv program has 



Eijtj fries off the stove 

Hex Marshall. Ke\ nobis" tv 
sales personalis . shows con- 
ducts ih of aluminum: cooks 



egg aua\ from the stove heat 





one objective: "To reach the most peo- 
ple as frequently as possible," says 
Bovle. "We advertise on the basis that 
the more people know about alumi- 
num, the more they are going to want 
aluminum in the products the) use. 

This is vvhv Rev nobis Metals, in 
addition to selling its own consumer 
products, also promotes the entire 
aluminum industry. This ad approach 
was pioneered by Reynolds in 1951, 
when it was the first metals concern to 
enter network television. Since then, 
all of its major competitors have begun 
using tv. and many allied industrial 




Product u»e: All network tv commercials are 
live, show aluminum or Reynolds Wrap foil in 
actual use. Cadillac grille is gold colored anodized 
aluminum. Advantage is it's lightweight, rustproof 



For the tallies: Helen 
Lewis handles foil com- 
mercials, shows it as 
baking dish lining in 
cooking demonstration. 
She talks about array 
of uses around the home 






Molds Metals soils concepts, consumer 
iiieis in same way: tv demonstrations 



firms are moving into I lie medium. 

Aluminum Co. of America went into 
network tv in 1953 with Edward R. 
Muitow's See It tXow on CBS TV. It 
now sponsors the Alcoa /four on alter- 
nate Sunday nights over NBC TV. On 
2 Jul\. Kaiser began the Kaiser Alu- 
minum Hour to he shown alternate 
Tuesday nights on i\BC TV. Alu- 
minium Ltd. of Canada is beginning 
its second year as a subscriber to Om- 
nibus, which this fall will be telecast 
on Sunday nights by ABC TV. 

U. S. Steel, a competitive producer 
in a different metals line, continues 



with the U. S. Steel Hour on alternate 
Wednesdays v ia CBS TV. 

Reynold? executives are delighted 
that the other big aluminum makers 
are using tv in similar fashion to make 
the public aluminum-conscious. "The 
more we all advertise, the more of an 
impression we'll make on the public," 
says David P. Reynolds, v. p. in charge 
of sales. '"The more the public knows 
about the qualities of aluminum, and 
the availability of it in different types 
of products, the better off we are." 

The aluminum industry is much 
"better off " than in its pre-tv days. 



Each of the big four companies 
\lcoa, Reynolds, Kaiser and Alumini- 
um Ltd. — today turns out more pounds 
than the entiie industry did before 
World War 11. Last year, there were 
1.560 million tons of aluminum pro- 
duced- -more than double 1950 pro- 
duction. Re) nobis Metals in 1913 pro- 
duced onl\ about nine per cent of the 
I. S. total, some 159 million pounds. 
In 1955 it produced at the rate of J550 
million pounds, and contributed about 
'2?> c /c of the total national output of 
aluminum. 

Both Rev nolds and the entire alu- 
minum industry are getting impressive 
dividends from the tv investment. 

"But television by itself is nothing," 
says Boyle. "It has to be a well planned 
part of an over-all advertising pro- 
gram, and it has to be merchandised. 
We don 1 stop at the point where peo- 
ple tune the tv set to our show. We're 
(Please turn to page 102) 





Aluminum component*: Reynolds makes Do It Yourself items for 
consumer sales as well as industrial products such as the length of irri- 
gation pipe which Rex Marshall demonstrates for u*e in drought areas 



F:il»rio:itor support: Manufacturers using alu- 
minum in their products get a sales push in com- 
mercials like this one featuring a hot-water heater 



Foil packaging: Reynolds pushes its quality seal, issued to all manufac- 
turers who package their products in heavy-duty foil for freshness, pro- 
tection. Company services 100 such clients in the packaging division 



Just for fun: Helen and Rex give Hallowe'en 
commercial for Reynolds ^'rap, model foil hat and 
foil faUe face as unusual uses for the product 
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/f rer/; made 
headlines 
across I .S. 
This one 
from .\.Y. 
Herald- 
Tribune 




at-- 



Train-truck crash near Milwaukee gets quick, on-lhc-spol radio coverage hy WEMP's Don O'Connor 

Scoops for a sponsor 

News gets quick airing in Milwaukee; public loves it 



WRECK 



AS COVERED BY WEMP 



J\ speeding! passenger train loaded with nearly a thousand grade school children 
hound for a holiday at Milwaukee to see the Braves phi y the Brooklyn Dodgers was 
hit hy a loaded gravel truck on the. morning of 7 May at a remote grade crossing in 
Waukesha County, Wisconsin. More than 100 persons, mostly children, were injured. 

Within a half hour of the disaster, the news staff of radio station WEMP, Milwaukee, 
found itself in the middle of this story, one of the biggest of the year. 

The wreck occurred at 11:30 a.m. Within minutes. WEMP got its first news tip from 
one of the five count\ correspondents it retains. The next step was to verify the tip. 
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3 New snian Gene Bernhardt gets first- 
■ hand report from one of 113 victims 



4 Farm couple on whose land wreck oc- 
■ enrred describe accident for recording 



5. 



Back at WF.MP, Newsman Bob \\ has 
rushes latest report to news announcer 



iVews staffer Gene Bernhardt got through a call to the 
Sheriff's office in Waukesha County, confirmed the report, 
and broadcast the first bulletin a few minutes past noon, 
scoring a newsbeat over other stations. 

With the sheriff's report of "30 to 10 stretcher cases.'' 
Bernhardt alerted the WEMP mobile unit. Don O'Connor, 
news director, sped to the scene of the crash 22 miles awav 



and at 12:30 ga\e the first of four direct broadcasts by 
short wave from his "spot news" car. Bob \\ has, night 
newsman, was called in to complete staff coverage and to 
prepare bulletins for news, announcer Redd Hall. 

Accident victims were interviewed. Tape and telephone 
"1 eeper" recordings were made of these and all were tied 
t>i ether into a dramatic, coherent news storv . 



ELECTION 



AS COVERED BY WXIX 



aced with a municipal election of major importance 
on 3 April, WXIX, the only Milwaukee tv station without 
newspaper affiliation, decided it had only two choices: give 
up the fight or organize for coverage. 

The latter decision led to a joint effort between WXIX 
and radio stations WEMP, WOXY and WRIT, all smart- 
ing from a news-beating in the March primary elections. 
Staffs of the four stations pooled their resources for elec- 
tion night coverage which demanded that 526 precincts be 



reported accurately and quickly. Over 400 people were 
involved, with nearl) 60 on camera. The effort was pre- 
sold with a saturation of radio and tv announcements. 
Lou Elders Buick, Inc. bought the telecast on all stations 
through Robert J. Fairman Agency. 

Photo (1) shows special lines being strung to WXIX 
studio to accommodate 20 extra phones. Photo (2) on 
election night shows station personnel tabulating returns. 
Photo (3) reveals the turmoil of activitv at WXIX Studio. 



1. 




3. 
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How lo get the most 
out of a local radio personality 

Look for the pluses mid extra impact which local names can deliver 



el's say you bin spot radio. Viu 
use local personalities* a farm direc- 
tor, a newscaster, a honieniaker. a disk 
jockev. a general-appeal narrator, a 
spoils broadcaster. 

\ou bin a specified amount of time 

either an entire program, or a par- 
ticipation within a program. Hut what- 
ever the length of time, you're first of 
all tuning that intangible known as a 
radio personality. 

\\ lull happens ihen ? 

Are you contented with merely ship- 
ping your copy script or e.t. lo the 
radio station and having il transmit- 
ted? Or are you interested in getling 
a few of the more legitimate ''pluses 
which mean you'll be able lo put extra 
impact and punch into your personal- 
ia's sales message? sponsor uses ihe 
lerm "legitimate" advisedly, because 
there's an even thinner dividing line 
between what a radio station and a 
station personality can justifiably give 
the advertiser in the wa\ of extras, and 
whal many an advertiser comes to ex- 
pect as a free ride in the my *tic realm 
of merchandising. 

Merchandising is a main-meaning 
word. Il can mean ever) thing from 
sending out a penny poslcard lo a 
fiiend lo checking turnover on a dog 
food item in a chain of .")()() food 
stores. Because of a universal fuzzi- 
ness in the semantics of ihe word 
merchandising, si'onsoh is limiting this 
report lo one thing: a summary of 
some ideas which advertisers can use 
to lake maximum advantage of their 
local air personalil \ schedules. 

Some of the things which the local 
Oodfieys do for clients verge on so- 
le lined merchandising. Other ;n I i\ il ios 
show plain, common sense in that they 




Half a job: You're only getting half your 
money's worth if yon don'] use talcnfs full 
selling power. For pointers, see facing page 



help give the advertiser full value for 
his money. Bui the\ don't give him 
more value than he deserves. In this 
area of purchase, as in all others, the 
buy er gets just about whal he pays for. 

spos&OH has queried a cross-seclion 
of advertiser, agency, station repre- 
sentative and network personnel to 
determine some of the steps advertisers 
can take to gel the most from their in- 
vestment in local radio personalities. 
Main of these ( heck-points apply to 
all I) pes of products and lo all types 
of talent, whether it s a farm director 
advertising poultry feed or a home- 
maker selling a new brand of baby 
food lo the ladies. Ihe ramifications 
of how a Inner and a seller can co- 
operate are numerous: 

]. Tell the radio personality and sla- 



tio/i management your sales problem. 

The advertising you buy won't be 
effective or efficient unless ihe media 
people involved know exactly what vou 
expect from them and from ihe mar- 
ket. 

Edward W . Wood, Jr., gen. mgr. of 
Housewives' Protective League. CBS 
network-owned personality package 
program, analyzes il lliis way : 

"Today it's not enough just lo be a 
good air salesman. The local per- 
sonality has to have an understanding 
of the advertising problem to be suc- 
cessful. And he has lo know the 
problem of ihe sales manager, not just 
the advertising manager. 

When the local slatioii management 
and the talent understand the nature of 
the sales problem, they can start to 
tailor-make their collective radio solu- 
tion to thai problem. 

2. Tell the radio people about your 
product and your plant. 

Once your air salesman knows your 
selling problems, and radio station 
management comprehends what your 
advertising goals are and how the ra- 
dio schedule implements those goals, 
all of these radio people should know 
everything about your company and 
ihe product you manufacture. 

They should know more than your 
copy script or copy outline lells them. 
To sell most effectively, they need lo 
have answer* to lliese questions: 

• Whal products do you make? 

• Whal is your competition? 

• Win are your products superior 
or unusual? 

• Where and how are they manu- 
factured? 

• What is your company's history ? 

(Please turn to page 107) 
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FIVE CHECKPOINTS FOR PERSONALITY BUYERS 



1 



Tell radio 
people your 
problems 




Advertising won't be effective or efficient 'til local radio 
people know exactly what your sales problems are. Step 1: 
Explain what you expect the personality and station manage- 
ment to deliver, as well as what you expect from market itself. 



2 



Explain your 
product and 
your plant 




Brief your local air salesman on company history, policy and 
philosophy — and don't forget to detail the "whys." Outline 
the competition, your manufacturing operation, why you're 
good. And send your air salesman samples of your product! 



3 



If possible, 
get talent 
exclusive 




Get a franchise on your newscaster, d.j. or farm director. 
This will give you stronger identification from him and with 
his audience; it'll rule out competition from buying same 
personality, give you an off-hours ambassador at all times. 



4 



Develop 
copy ideas, 
techniques 




Tailor the copy wording or pacing to the personality you 
buy. Let talent use same technique in selling that they use 
in entertaining. That's what got the audience to begin with! 
Whenever possible, give them freedom in style of delivery. 



5 



Enlist the 

talent's 

cooperation 




Merchandise your local radio personality in your other 
advertising, in direet mail and point-of-sale, at dealer meet- 
ings, in personal appearances. Encourage cooperation all 
down the line, in and out of the studio, on the air and off. 
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Late-night movies doiii 

Harold F. Itilchio Co. acl I>ucl">i soars 50-iolcl. from some $50 



_M. litre are a number of principles 
which govern the buying of media. 
One is the theory of recency, and the 
other is the plain old law of eco- 
nomics." 

This is how Donald keenan of the 
advertising and marketing division of 
Harold F. Ritchie, Inc.. Clifton. N. J.. 
cxj)lains the theory of buy ing late- 
night television time for Brylcreem 
hair dres^ng. 

Psychologically speaking, the theory 
of recency simplifies to this concept: 
people are the most re<'eptive to thing? 



they hear immediately upon arising or 
immediately before retiring, particu- 
larly if they are personally concerned 
with what t hey hear. In the case of 
Brylcreem. late-night sales messages 
just before men retire come under the 
"recency" part of the theory. 

The economics are even simpler. 
Late night time periods are cheaper. 
"\\ e get home coverage at moderate 
cost." says Keenan, in describing the 
buy ing trend which Bry lcreenr pio- 
neered four years ago. 

Because of the less costly announce- 



ments available during the post 10 
p.m. hours, advertisers are flocking 
en mas.se to these hours in an effort to 
climb on the ( relative!} ) low cost-per- 
1.000 late-movie bandwagon. They're 
having trouble getting these good 
after-hours availabilities, but Ritchie 
— and Bry lcreem — are ?et. 

Since 1953. Ritchie has made exten- 
sive use of late night time for its 
"world's largest selling hair dressing.'' 
The pattern is the same for all 106 tv 
stations which Brylcreem uses. 

Karl) in 1952, Bry lcreem's tv ad 





BRYLCREEM 

forV.rn.rtHairGroom.n9 




Salon mugiv ui "ihv witehinn hour' 

Most Brylcreem buys are participations in film 
shows since many tv outlets program feature 
films late at night. Announcements, combining 
stop-action and live, run 5 per week, 52 weeks 



OS 




years ago to S2-83 million today 



budget was set at a minimal figure for 
a two-station tv test. Today, the spot 
tv budget is 9(Kf of the total alloca- 
tion, and rims somewhere between $2 
and S3 million annually, according to 
Television Bureau of Advertising fig- 
ures. In the fourth quarter of last 
year, alone, Ritchie spent $703,303 for 
spot tv, according to the same source. 

Ritchie's sales of Brylcreem have 
shot ahead remarkably in the past two 
and one-half vears. with growth accel- 
erating in every tv market in whieli 
the advertising is carried. In main 
U.S. markets, Brylcreem is now the 
number two cream hair-dressing, with 
the end nowhere in sight. 

World-wide, the cream hair dressing 
moves at the rate of two packages a 
second, CO million packages a year, 20 
tons a month — making it the largest 
selling hair dressing. It was the first 
of all the cream style dressings now 
on the market. 

In the U.S., Brylcreem is manufac- 
tured at Clifton, N. J., in a modern 
plant with several new' wings now un- 
der construction. Here Maurice Bale, 
president of the U.S. operation, plans 
marketing strategy with his sales and 
marketing team. It's here also that 
Bale's 20-year background in the sales 
and marketing of drugs and toiletries 
is profitably applied to building the 
sales of Ritchie products — Brylcreem. 
ENO Sparkling Antacid. Scott's Emul- 
sion and Scott's Emulsion Capsules. 

How did Br\ lcreem get "'wav out in 
front"? 

"Jhree factors are important." says 
Keenan. ''Inherent quality of the prod- 
uct, strong advertising and good mar- 
keting and distribution." The Ritchie 
distribution team is headed by Doug- 
las Hay, vice president in charge of 
sales, and John O'Connor, field sales 
manager. 

"Externally, however, the biggest 
single influence on Brylcreem's indus- 
try position is tv." adds Keenan. 



J. W. Atherton. president of Ather- 
ton & Currier agency, New York, 
agrees. He has handled the Br\ lcreem 
account since the product was intro- 
duced from England. In his opinion, 
"tv is the best medium for us. We 
tried it; it produced. We expanded, 
and it still produced. It gives us the 
most results for our advertising dol- 
lar." 

Television delivers the time and the 
audience, and sets the mood for con- 
sumer receptivity. Then Br) lcreem 
moves in to sell. 

Here's how it sells with spot tv. 

1. It buys high-rated late-night 
time. 

Announcements are usually aired 
in late-night films anywhere from 10 



p.m. to 1 a.m., depending on the living 
habits in each locality. In the Mid- 
west, for example, people go to bed 
earlier than they do in the East. So 
Midwest spots hover nearer the 10 p.m. 
mark whereas Eastern markets and 
some on the West Coast tend to move 
back to the midnight and post-mid- 
night hours. 

Ritchie buys adjacencies and par- 
ticipations on the basis of audience 
delivered. Keenan and other company 
marketing specialists working with 
President Bale check market data 
closely, and switch bujing as audiences 
dip. The company estimates it reaches 
1,000 tv homes at an average cost of 
$2.50 nationally. 

2. It Ii its the bigger markets. 
{Please turn to page 92) 



The plot: Boy meets y/irl, boy bui/.v If rylcreeiu, buy yets yirl 

Specially designed puppets, made in Germany, appear in 12-second element in all min- 
utes. Hoy with unruly hair chases blonde. After he uses Brylcreem, she chases him 
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III. POINTERS ON USING TV 



i.. 



Can political candidates frecefli 
I ports' advice shows lioiv pt 



• 77;e following article concludes the 
sponsor series on the use oj air media 
by political candidates. In our last 
issue l c ) July) were articles which cov- 
ered (/) plans of major parties in 
forthcoming campaign and (II) phi- 
losophies on candidates' use of tv. 

tPonl get up too fast, or you'll hit 
your head on a sound boom!" 

That warning is typical of the basic 
tv instructions state and local political 
candidates require. There's a vast dif- 
ference between the professional air 
media guidance available to the Presi- 
dential candidates and the kind that 
state or local funds can buy. Yet both 
parties expect their local and state 
candidates to use television more ex- 
tensively in this election than during 
any previous campaign. 



How then can the local and state 
candidate make sure that he's using 
air media most economically and to 
best advantage? 

First of all, both major parties have 
put out pamphlets instructing candi- 
dates on use of tv in particular. Sec- 
ondly, this year, ABC TV has initi- 
ated a new program to help political 
candidates — tv coaching schools. Also, 
many individual stations offer their 
professional guidance to candidates. 

"Most of the big names in politics, 
running for national offices, are tele- 
vision veterans." says John Daly, ABC 
TV v.p. in charge of news and public 
affairs, "but on the local and state 
levels, there are hundreds of candi- 
dates—for judgships, state legislatures, 
city posts, some even for Congress — 
who never have appeared before a tv 



camera, but who will want to use tv in 
their campaigns this year. It is pri- 
marily for their benefit that the ABC 
TV stations are setting up these 
schools." 

ABC TV stations that have picked 
up the network's suggestion for a Tv 
Coaching School have found lively re- 
sponse on the part of candidates. Some 
of the stations enlisted local college or 
other school cooperation for their 
coaching schools. For example. Fred 
Weber, general manager of W1ITN- 
TV, Huntington, West Va., said his 
station "will participate fully in the tv 
coaching school. We can probably tie 
in with Marshall College and the high 
schools." 

Help to candidates is being offered 
by many stations, network affiliates as 
well as independent operators. 



I 



Tv coat-limp c1t-<; (liclmv) at WARC-TY. New York, is one type of With more than §100 million expected to pour into tv from party 
station hplp being offered to candidates for forthcoming campaigns. coffers, candidates are seeking expert advice for their tv debuts 




SPONSOR'S roundup of ex- 
t sell themselves on the air 



In some cases, stations had had pre- 
vious experience with tv seminars for 
professionals in other fields. General 
manager Martin Umansky of KAKE- 
TV, Wichita, Kansas, wired, "We have 
held similar schools here for advertis- 
ing men and clergymen." 

By mid-June, 28 political candidates 
had registered for the tuition-free tv 
classes held by WXYZ-TV, Detroit, 
Mich. The course offered by that sta- 
tion is typical of the help the ABC TV 
stations are giving to political candi- 
dates. The studio manager, John Lee, 
supervises the training program, while 
executive producer Peter Strand and 
news editor Richard Femmel conduct 
two different classes. 

Part of the curriculum is learning 
studio techniques and production prob- 
lems from the performer's point of 
view. Candidates are coached in such 
essentials as signals from the director 
and "playing to a camera." They also 
learn what types of clothes televise best 
and how to use make-up when neces- 
sary. 

Another station, WGR-TV, Buffalo, 
i\ T . Y., actually appointed its news di- 
rector, Charles Warren, to teach fun- 
damentals of tv writing and presenta- 
tion, so that candidates will key both 
their speeches and their tv approach 
to the medium. 

To get a precise picture of the best 
use of air media for selling political 
candidates, SPONSOR interviewed radio- 
tv experts for the two major political 
parties, the ad agencies handling the 
two national committees for the par- 
ties, and network sources. 

Advice from the experts, both at the 
advertising agencies and from station 
and network news staffs, on most ef- 
fective use of television by individual 
candidates falls into two categories: 
(1) how to buy the time; (2) how to 
use it in the most effective manner. 

{Please turn to page 86) 
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10 TV TIPS FOR CANDIDATES 



1 Spread budget by buying 5-, lO-niiniite segments. It's diffi- 
' cult to hold viewers' attention for longer than 15 minutes, espe- 
cially on local issues. Also, you will reach a broader audience with 
more frequency if you buy short periods rather than one long one. 



2 



Check the station rates. Political candidates are usually en- 
titled to the same rates as commercial advertisers buying equiva- 
lent time. Where there are local rates, it is well to query station 
management about requirements and find out if you arc eligible. 



0 Relax and be yourself. Tv cameras pick up phoniness and in- 
sincerity. Test your speech by making it in your living room. 
When you're on tv, you'll be talking to small groups in their 
homes. Pounding desks and flowery oratory has no place on tv. 

^ Use visual aids. Illustrating one or two points in your speech 
with a picture or a chart can liven your presentation. But make 
sure that the figures on your chart are legible on the tv screen, 
and don't clutter up your speech with too many visual devices. 

C Use prompters. You'll be more relaxed if you don't have to 
rely on your memory for every word you say. But rehearse the 
speech with the prompter first, so your timing will be correct, 
your movements on camera natural. Prompter follows your speed. 

Get informal setting. It's dull to listen to a man who sits 
" behind a desk all the time. Try to use your setting on tv as you 
would use it in your home or office. If it's a library, you can get 
up and walk around, but let cameramen know ahead of time. 

"7 Consult station men about your clothes. White shirts, for 
' example, reflect a glare into the screen. Light blue comes across 
as white. Also, the bright light of tv studios will emphasize 
any sloppiness in your appearance, like wrinkles in your suit. 

O Avoid jewelry. Most jewelry reflects a distracting glare from 
" tv lights. If you must wear a certain tie clip, ask station director 
about it before air time. But don't worry about wearing eye 



6 



glasses. 



Studio 



lights can be adjusted to avoid reflection. 



Q Don't make abrupt moves. If you gel up too fast, you can hit 
your head on a camera boom. Or, if \ ou don't plan your moves 
ahead of time with camera crew, the cameraman might lose you 
during part of your speech. Always move slowly and deliberately. 

in Follow make-up suggestions. It's not affront to you if the 
' station director suggests pancake or powder for you. Even a 
healthy tan might not televise well or reflect a distracting glare. 
Make-up can be to you what visual aids are to your speech. 
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THIS DATA HELPED INFLUENCE TIMEBUYER IN MAKING BUY 



Cost per thousand housewives reached 



TIME 


WXXX-TV 




WYYY-TV 






WZZZ-TV 






m-f 


S3 


sun 


m-f 


sa 


sun 


m-f 


sa 


sun 


8:45 am— 12:00 n 


0.68 


1 .71 


3.04 


0.38 


0.55 


0.52 


0.52 


0.62 


0.81 


12:00 n — 5:00 pm 


0.59 


1.04 


0.43 


0.36 


0.61 


0.47 


0.56 


0.53 


0.52 


5:00 pm — 6:30 pm 


0.43 


.86 


0.58 


0.91 


0.81 


0.99 


0.95 


1.07 


0.53 


6:30 pm — 7:00 pm 


2.25 


1.09 


2.21 


0.53 


0.69 


1.54 


1.74 


1.73 


0.54 


7:00 pm — 10:30 pm 


1.39 


1.69 


1.19 


1.09 


0.75 


1.03 


1.57 


1.75 


1.76 


10:30 pm — 1 1:00 pm 


1.65 


1.19 


1.00 


2.89 


1.08 


3.66 


1.48 


0.78 


2.57 


1 1 :00 pm — sign-off 


2.26 


1.46 


1.73 


1.31 


3.66 


3.66 


t, 10 


1.15 


2.77 


T«hnl:iti<ms :irc bavd on 
iiiidipift' rviicltiMl in tilt? 


average four-we^k cuinmlativc ltrmsf-ivife 
indicated time eatrfrory. Fissure* were 


^etten 
l OM of 


liy dividing 
time slot. 


average numlier of housewives Teaehed into 
(.'o>ts imsed on package plans where possible 



This chart was second step in determining which station* to buy 
in "Soutlllmrgh," Its purpose: to show where advertiser's customers 
could he reached most efficiently. CosN in heavy type were a factor 



in final purchase decision. All stations are vlif with approximately 
same coverage patterns. For weekly co-i-per-1000 in recommendation 
on facing page, separate calculations were made using Nielsen data 



How to sell time - - to pr client 

Even when the tinieliiiyer knows he's made the lies! liny, sponsor ean still 
pose embarrassing questions. It's well to anticipate and have the answers 



by Sam t ill 

The writer teas associate account ex- 
ecutive at Bioie Company, limebuxer 
for Benton & Howies; teas also at CBS. 

4^ udrlonh from the darkness the cli- 
ent s head appeared, and lie began 
asking questions lone of his deplor- 
able habits I .. . 

< ui;nt: Win do \on want us to buy 
this station;' Doesn't the other one 
show up on Nielsen as teaching more 
of our customers? 

TiMKHt > i:n: I A'gg on face. I 

ci.n.vr: If this other station is 
cheaper. wlt\ didn I \on recommend 
thai ? \\ ottldn I we get more an- 
nouncements';' I'ltis inert handising? 

I'l \l km I MM: I Morn egg, scrambled I . 

The recurring nightmare lo time- 



bin ers when they first begin buying 
time is often something like this. The 
questions and no answers. \ ariations 
in interrogators would substitute their 
account man, or media supervisor, or 
even the manager of the station not 
recommended. 

But it becomes apparent after some 
thought and time that 1 here is a \va\ 
to buy which precludes situations such 
as those in the nightmares. And basi- 
cally the way is simple. It requires 
of the buyer primarily two things: 
111 lo discover where in a market a 
client's potential customers are listen- 
ing and looking, and (2 I lo determine 
what broadcast facility offers the best 
efficiency for reaching these people in 
terms of cost-per- 1 .000 viewers. 

\nswering these questions also goes 
a considerable way toward fulfilling 



the tiinebuyer's job responsibility 
I since that responsibility is show ing a 
client how to reach as main potential 
customers as possible, as frequenth as 
possible, and at the best price). The 
answers in addition furnish a solu- 
tion to ihe problems of: (1) how to 
avoid being put on the spot by your 
client, and 1 2) how to make }Onr 
recommendations stick. 

An illustration of how these an- 
swers can be realized may be seen in 
the following actual case-hislorv. The 
problem handed the tiinebnyer here 
required a television spot schedule rec- 
ommendation for a product whose con- 
sumers were principally housewives. 
The market to be bought was a lhree- 
ehannel television market (here called 
Southburgh ) : the announcements were 
[Please turn to page 106) 
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THIS WAS RECOMMENDATION THAT SOLD CLIENT ON THE BUY 



To: The Client 
From: The Timebuyer 

Re: Southburgh - Spot Television Schedule 

As requested we have examined the Southburgh market in terms of 
using a spot television schedule (20-second commercials) for 52 weeks 
at a budget level of approximately $24,000. 

On the basis of this examination, and within those limits defined above, 
it is our recommendation that Product "A" buy schedule of 10 spots 
weekly over stations WYYY-TV and WZZZ-TV. A recommended purchase pattern 
follows. As you will note, the pattern suggests a greater number of 
spots for placement on "best food" days in order to heighten Product "A's" 
impulse-buying value. 

Reasons supporting this recommendation are: 

1. Use of WYYY-TV and WZZZ-TV gives Product "A" access to an estimated 
58.7% share of the housewives viewing television in Southburgh 
(Nielsen) ; 

2. With considerable frequency (see media detail below) of commer- 
cial impact ; 

3. At a cost per thousand viewers (housewives) of only $1.82 (total 
viewers cost per thousand approximately $1.00). 

Recommended Purchase Pattern: 
STATIONS: WYYY-TV: Y; WZZZ-TV: Z 



lime Mqh. Tues. Wed. Thurs. Fri . Sala. 



8:45 AM- 
10:00 AM 






Y 
Z 


Y 
Z 


Y 
Z 


Y 


10:00 AM- 
12: Noon 


Z 


Z 


Y 


Z 


Z 




12:00 N - 
3:00 PM 


Y 


Y 


Z 


Z 


Y 




3:00 PM- 
5:00 PM 




Z 


Y 


Y 







Media Detail: 



STATION : 
WEEKLY SCHEDULE: 
WEEKLY COST : 

WEEKLY COM'L IMPRESSIONS (HOUSE- 
WIVES) : 

AVG. WEEKLY COST-PER-1 , 000 
(HOUSEWIVES) : 



WYYY-TV 
10 20-Sec. 
$170.00 

114,625 

$1.48 



WZZZ-TV 
10 20-Sec. 
$290.00 

137,675 

$2. 10 



COMBINED 
20 20-Sec 
$460.00 

252,300 

$1.79 



May we hear your decision on this market as quickly as convenient? 
Should you have any questions regarding the above, please let us know. 
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How's B&M doing nine 
months after k television test? 



Impact of 26-week campaign proved .sufficient to keep sales liigli during 
period after test in which no tv was used and current period of low-level tv 



ff/hat h as happened to the sale of 
Burnham & Morrill's oven-haked beans 
and brown bread in the Green Bay, 
Wis., area since the 26-week television 
test which SPOiNSOR reported last year? 

The test ran from 24 January 
through 22 July 1955 and succeeded 
in raising sales of the B&M products 
compared with the previous year 
when no television or other advertis- 
ing was used by B&M in the Green 
Bay area. But what happened next? 
Did the results prove only to be a flash 
in the pan? 

The chart at right tells the story. It 
shows nionth-b\ -month sales (by doz- 
ens) of the B&M test products for 
1954, for 1955 and for the first four 
months of 1956 (only 1956 figures yet 
tabulated at presstime) . 

The figures show that the $12,500 
tv test campaign of six announcements 
weekly on WBAY-TV, Green Bay, was 
so successful in building a following 
for the B&M products that the com- 
pany has since been able to maintain 
the product on virtually the same sales 
plateau with a considerably reduced 
television campaign of two announce- 
ments weekly. 

Because Burnham & Morrill and 
\\ BAY-1 V General Manager Haydn li. 
hvans wanted to see whether the im- 
pact of the initial tv campaign would 
maintain sales for any length of time 
without tv. the company dropped tv 
for 13 weeks after its 26-week test. 
Sales stood up well. They continued 
far ahead of the same months for the 
previous year, while dropping from 
the seasonal high point established in 
July I see chart I . 

The first four months of this )ear 
compared with last )ear tell the most 
interesting stor\. In January through 
Mav last \ear. the television test cam- 
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paign of six announcements weekly 
was in full swing. This year in the 
same period only two announcements 
a week were used. Yet because the 
ground was broken during that test 
period, this year's two weekly an- 
nouncements have kept sales on virtu- 
ally the same level in the test area. 

Burnhain & Morrill assigned tele- 
vision a challenging mission wdien it 



entered the medium for the first time 
in Green Bay last January. The Port- 
land, Me., firm's oven-baked beans had 
been sold in the market for manv 
years. They had good distribution but 
were bought by only a small band of 
consumers willing to pay premium 
prices for the special flavor oven bak- 
ing imparts. The other product put to 
the tv test was the company's brown 



JANUARY 



FEBRUARY 



MARCH 
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(6 anncts. weekly) 
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2,049 


2,825 


2,467 


1,864 
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.TV CONTINUES (2 anncts. weekly). 
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•8y dozens of 18 oz. and 27 oz. beans an 

SPONSOR 




7- 



HEmlock 2"333 1 




bread. This one, in addition to minis- 
cule sales, had incomplete distribution. 

As SPONSOR readers who followed 
the series of B&M articles which ap- 
peared in these pages last year know, 
B&M termed television completely suc- 
cessful in raising the level of sales for 
its oven-baked beans and opening up 
distribution for the brown bread. "The 
results are unbelievable." as B&M's 



ad manager, W. G. Northgraves, put it 
at the conclusion of the test last July. 

The B&M campaign was the first 
test in media history to be reported 
openly in a trade paper on a week-by- 
week basis so far as is known. Sales 
were reported in terms of dozens of 
cans of the products sold in Green Bay, 
Wis., and 11 other communities within 
a 100-mile radius. Among the interest- 



Commercials are done live by Hal O'Hal- 
loran, shown with barbecue. Program used 
is called Party Line, is morning service show 



ing findings in the tet-t was the fact 
that television could sell to consumers 
50 to 100 miles away from a tv trans- 
mitter. In the radius of 50 to 100 
miles from Green Bay, B&M sales rose 
66^o. (In the area within 50 miles of 
Green Bay, sales rose 116^. The aver- 
age sales increase over the whole area 
was 98 f.) 

One of the most dynamic effects of 
the test has been upon the grocery' 
trade throughout the area. It sold 
them on television effectiveness. Re- 
ports Haydn Evans: "We know of 
dozens of instances where grocers have 
recommended WBAY-TV to national 
food accounts. My guess would be that 
we've obtained a minimum of $100,000 
in food advertising during the past 
year as a direct result of the B&M 
television test." 

Burnham & Morrill itself has not 
moved into television beyond main- 
{Article continues next page) 



AFTER 26-WEEK TV TEST IN GREEN BAY, WISCONSIN, AREA 



JULY 



2,961 




AUGUST 



1,731 



SEPTEMBER OCTOBER 

""• ; ........ 



1,028 



787 



NOVEMBER DECEMBER 

iHww-v . . . . SKft»x-- ■ .-.««v. .. . >Aw:<flv:»«:i«-5S 



■ ■ 



1,238 



NO TV' 




1,261 



2,135 



RESUMED TV — 
(2 anncts. weekly) 



IPLETED BY PRESSTIME 



TOTAL FIRST 
FOUR MONTHS 



5,645 



>l 



9,246 



►I 



9,205 



ANNUAL 
TOTAL 



18,616 



35,911 



in Creen Bay, Wis., and surrounding area 
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HOW'S B&M DOING? (Continued) 



tabling the Green Bay announcements. 
Just win ? sponsor's own anaKsis 
based on discussions with company 
executive?- is that the company is re- 
luctant to invest in the medium on a 
broad scale because it feels it does not 
ha\e a large enough budget to do an 
effective job in all of its markets. ( Bud- 
get is an estimated $250,000.1 Among 
the problems the company feels it 
would fate: ( 1 ( getting good time; 
(2 1 spreading itself too thin in each 
market to make an impact. 

SPONSOR"- own guess is that B&M 
will eventualK trv television in several 
larger markets in an expanded version 
of the original Green Bay test using 
late-evening time to spread its dollars. 
If it found this tack successful at a 
price it could afford. si'ONSOtt bclie\ es 
B&M would soon expand its television 
advertising. 

Commercials used during the initial 
20-week tv te?-t and in the tv campaign 
since were credited by the client with 
placing an important part in influenc- 
ing consumers. They are live and u-e 
a local \\ BAVI N personality, Capt. 
Hal OTIalloran. OHalloran is a vet- 
eran performer who does a children's 
program on the station. He works 
fiom a co]}} platform supplied by B&M 
and its agency. Dowd. Redfield & 
Johnstone I Boston and New York). 
In addition. O Halloran give.- the com- 
mercials a personal endorsement at- 
mosphere. His two weekl) one-minute 
announcements are inserted in a 
WBAY-TV morning service show 
called Party Line. 

The objective of the tv selling is to 
e-tablisb a difference between B&M 
oven-baked beans and the garden va- 
riety cooked-in-the-can beans. The dif- 
ference is particular!) important for 
B&M to put across because it must 
serve as the justification for paving a 
higher price. Here's a quote from 
George Farah, owner of Farah's 
Super Market in the Green Bay area, 
which shows what tv has been able to 
accomplish : 

"Before that advertising started. my 
clerks had to do a lot of explaining 
why B&\l beans were so high-priced. 
There s no argument todav." 

K. II. I Jasimi-seii. Inner for the lied 
Owl chains eastern division (covering 
the Green Bav area I said: "The sale 
of B&M beans for the first five mouths 
of I0.)(> were up approximate!) 25 f r 
over the same 1055 period. Since 
those two weeklv spots are on in the 
daytime, we natural!) don t see them. 
But thev must be working. * * * 
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When "Noon" arrived, its 
audience was waiting 




Marriamic 31oore and Joan Denier, public relations staffers who 
joined in telling 3.000 people "It happens at Noon on WSM-TY" 

When \VSM-T\ *s Noon took to the air in Nashville. Trim.. 
75' i of the program s available commercial time had been 
pie-sold. Tit tee days later the hour show was sold out and 
within a week the station's sales department had to compile 
a sponsor's waiting list. 

By means of a carefully organized campaign, listeners and 
advertisers alike had been teased into accepting the hour- 
long woman's set vice show before it ever signed on the air. 
Step bv step this is how it was done: 

\ month in advance of the premiere the title \oon was 
flashed ov er \\ SM- 1 \ periodically without explanation. The 
message was then expanded to "It happens at .Soon" followed 
bv "It happens at \oon on Monday! 

Two weeks prior to the Premiere, ads reieterating "It hap- 
pens at Xoon!" were run on ever) page of a local tv maga- 
zine for two issues. During the last week of the promotion 
further audience interest was created when 3.000 phone calls 
were made bv a staff of ten girls who delivered the simple 
message "It happens at Soon next Monday on WSM-TY.* 

To sell advertisers the stations sales staff prepared a 
brochure for sponsors occupying the hour to be absorbed 
bv Soon and each of them bought participating time. 

To attract new sponsors post cards were sent out to local 
ad agencies and national reps that repeated the "It happens 
at Soon" theme, Fnd result: a sellout at Noon. * * * 



SPONSOR 



Look out, Mars 

* — . 

Murray' s Coming ! 




For seven years Murray Cox's Annual WFAA Farm 
Study Tour has taken hundreds of interested people on 
trips that range from Alaska to Bermuda, from Canada 
to Cuba. 

Each year the tour is filled to capacity, and everywhere 
it goes it is royally entertained by municipal officials and 
agricultural leaders. Though it hasn't yet been to Mars, 
there's no doubt Murray will get around to it, if he thinks 
there are any farmers up there. 

For Murray Cox is the dean of Texas radio farm direc- 
tors and his reputation extends far beyond his own state. 
His farm news on WFAA is among the Top Ten* programs 
popular with North Texans and what he says makes 
mighty important listening to them. 

If you sell anything farm families buy — and today that 
includes just about everything from airplanes to zippers — 
let Murray sell it to WFAA's big* farm audience. Your 
Petry man can give you the details. 



820 



50,000 WATTS 



WFAA 



570 

5,000 WATTS 



DALLAS 




NBC • ABC • TQN 

Edward Petrv & Co., Inc., Representatives 



"Whan Study. A. C Nielsen, N.S.I . 



23 JULY 1956 



47 



THE PACIFIC 

tKmmsa 

imsi 



COVERAGE I 




New developments on SPONSOR stories 



ThafcCAfiCADE 
TELEVISION 

For the first time, the huge agricultural- 
industrial heartland of the Pacific Northwest is 
moulded into a single, deliverable market. No 
other single medium, only Cascade's sprawling 
three-station network dominates the entire 
j£Tj three-state region. It takes plenty af coverage 

\- ^ (mare than 40,000 square miles) and 

\ Cascade's gat it — cxcfusJvefyf 



KIMA-IV 



Yakima, Wash. 



KLEW-TV 

Lewiston, Ida. 

KEPR-TV 




Pasca, Wash. 




Sec: Advice from buyer to seller 

ISSIIC: 11 J mie 1956, page 38 

Subject! How agency man feels radio could 
!)e sold more effectively 



An address recently by Arthur Pardoll, director of broadcast 
inedia at Foote. Cone & Belding. paralleled many of the points made 
in sponsor's coverage of the Pennsylvania Broadcasters meeting. 
Pardoll's talk on "Selling Radio Effectively" was presented before 
members of the District of Columbia and Maryland Broadcasters 
Association at Ocean City, Md. 

From the agency man's vantage point, address was based on two 
premises: (1) the time salesman could do a more effective job if he 
better understood how an agency functions and (2) time salesmen — 
and radio salesmen particularly — don't sell their medium creatively 
enough. 

In talking on the first subject, Pardoll told members that speciali- 
zation "has assumed greater importance" in advertising today; that 
the functions related to the agency are in state of constant change 
because American market has been changing dramatically in recent 
years; that the function of the marketing plan which the agency 
follows should be understood by the salesman. 

As regards creative selling, be pointed out that "a weakness in 
radio selling today is that it is negative when there was never a 
greater need for accentuating the positive." This is often reflected 
in the discussion of weaknesses of competitors as well as in the 
selling of radio itself as a secondary medium. 

Following with related suggestions, Pardoll concluded that with 
improved selling methods, "the day might even come when agency 
timebuyers will have to phone your reps for an appointment. And 
the way 1 feel about radio. I'll be among those calling." -k -k -k 



See; "I feci like a princess in my 

Peter Pan Bra . . ." 

Issue: 16 April, page 42 
Subject: Peter Pan Bra plunges again 



Having beaten the "blue bra" period on DuMont TV (the time 
when all models wore pastel blue foundations for camera-glare pur- 
poses), Peter Pan Bra is now venturing into net tv once again. 

Firm, which sponsored the ABC Radio Grace Kelly-Prince Rainier 
nuptials, has announced plans to host exclusive tv showings of the 
fall creations by France's leading designers on 29 August 1956, 
via ABC TV. 

The "special preview" show, which will be filmed in Paris at the 
salons of couturiers during their annual secret showings late this 
month, is to be first in a series of such fashion shows sponsored by 
Peter Pan. Cost of the entire package will top the $100,000 mark. 

With an option agreement with the Chembre Syndicate de la 
Couture de Paris as well as cooperation of the French Government, 
Peter Pan has priority for three years. It took an equal number 
of years to achieve it. 

Program will be telecast from 3:30-4:00 p.m. EDST, and will be 
backed by merchandising and promotion campaign in Peter Pan's 
7,000 retail outlets. 

Says the release we have here: "Paris Fashion Previeiv marks the 
first time that the top French designers . . . have permitted exten- 
sive video coverage of their showings." * * * 




See Weed Television 

Pacific Northwest: MOORE AND LUND 
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SPONSOR 



in CHATTANOOGA 




is to channel 




for example . . . 



AFTER ONLY 32 DAYS IN OPERATION 
The June ARB Report Shows: 

WRGP-TV captures top rating 



OUT OF 



Va HOURS FROM 12:00 to 6:00 pm 



OUT OF 



Va hours against mickey mouse 



NBC & ABC 

R. G. PATTERSON 
President 

HARRY STONE 
Station Manager 

GEORGE P. MOORE 
Sales Manager 



For the above daytime spots and information on ten Class 
A spots with 20 to 40 rating— Call H - R TELEVISION, Inc. 

tftp (fyattaaaoya cfo . . . CHANNEL 



STUDIOS- 1214 McCALLIE AVE 





23 JULY 1956 



49 



9h Matte** of 7V. M 




FIRST IN TALENT 



HOWARD BROWN 



BONNIE GIBSON 




NOAH TYLER 




JACKIE PIERCE 




JIM DOOLEY 





UNCLE DAN 




HELEN RUTH 





ALENE HOLDAHL 




DEL FRANK 





ALAN KEYS 




BOB WEAVER 



Call your Peters, Griffin, 
Woodward Colonel for 
the complete WTVJ story. 




Basic Affiliate 



MIAMI 
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SPONSOR 



AbmuA WTVJfff SMuda 

* and no wonder 



• • • 



FIRST IN EXPERIENCED PERSONNEL 



WTVJ's staff of 189 TV-trained personnel is the largest and most 
experienced of any station in the South. Twenty-nine engineers 
and twenty-two production personnel have a total of 268 years 
of experience with WTVJ Television. 



FIRST IN FACILITIES 



WTVJ's facilities are unequalled by any other South Florida 
Television Station. 

Full 100,000 watts power • 15 studio and remote cameras • 1,000 
ft. tower • Complete network and local facilities * Award-winning 
merchandising department • Three studios. 



WORLD'S LARGEST REMOTE UNIT 



Designed and built by WTVJ's 
own staff of engineers, who have 
worked as a team for over 7 
years. 



. . . so, no wonder 
WTVJ IS THE STATION THAT 
DOES SO MANY NETWORK 
ORIGINATIONS FROM 
FLORIDA. 





FLORIDA'S FIRST TELEVISION STATION 



WTVJ. 



MIAMI 
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CARS 



SPONSOR: Marck Motors 



AGENCY: Eves 



CAPSULE CASE HISTORY: /„ advertising on its first 
Martin Agronsky Show, this Ford Auto agency plugged 
Us used car "special:' Three cars offered at special rate 
were key noted in commercials. Show was aired from 
7:15-7:30 a.m. and by 9:00 a.m. people were waiting for 
show-room doors to open. Since sale of these cars, March 
Motors has featured three used cars each Monday morn- 
ing, and each week thus far (four weeks) all advertised 
cars have been sold. Cost has been less than 1% of sales. 

KBAB, San Diego, Cal. PROGRAM : Martin Agronsky Show 




results 




FARM MACHINERY 




SEEDS CORN 



AGENCY: Dh\ 
regular 15-rninit 



SPONSOR: May Seed Co. 
CAPSULE CASE HISTORY: On his 
Monday through Saturday show at 7:15 a.m., Frank Fi 
told KM A listeners to send in self-addressed envelope 
obtain a copy of Moon Signs pamphlet. Only five bri 
mentions of the offer were made, but three days aft* 
conclusion of the offer, station had mailed out 6,12. 
copies of the pamphlet on behalf of the May Seed Co 
which specializes in nursery products. Cost of each Fran 
1'ield's Morning Visit show totals $24.00. 



KMA, Shenandoah, Iowa 



PROGRAM: Frank Field? 

Morning Vi. 



TYPEWRITERS 



SPONSOR: Lee Brother Stationery AGENCY: Direct 

CAPSLLE CASE HISTORY: /„ a 23 . day Ue 
Brother Stationery ran a drive on KBOX for typewriter 
rental with option of purcluise, with rental money going 
toward purchase. Only announcements were used over 
the 23 days, at the end of which the company realized a 
gross volume of over $5,000. Advertiser stated that he 
had sold more Remington portable typewriters than any 
other dealer in the state of California for the same period 
of time. Cost of the schedule amounted to $150. 

KBOX, Modesto, Cal. PRr»n?i\f. \ 

' iKUOKAJl: Announcements 



SAWS 



SPONSOR: Sears, Roebuck & Co. AGENCY: Direct 

CAPSULE CASE HISTORY: The Sears, Roebuck store in 
Kewanee, III., was almost completely gutted by fire of 
incendiary origin recently. Ad department of the store 
decided to highlight sale of partly damaged farm machin- 
ery at an auction sale the day after a holiday. Since 
there was no newspaper edition on holiday, they planned 
to advertise the event through radio exclusively. The 
day of the auction sale, almost every farmer in the Ke- 
wanee area turned out. 



WKEJ, Kewanee, 111. 



PROGRAM: Announcements 



CARS AND TRUCKS 



SPONSOR: Bill Had en, Inc. 



AGENCY: Direct 



CAPSULE CASE HISTORY: Advertiser's objective was to 
move five l'J.>5 models off the floor. Therefore, Bill 
linden, Inc. purchased eight announcements a day for 
three days. On morning of third day, company cancelled 
day's advertising, stating that the five models had been 
sold three passenger cars and two pickup trucks. Pur- 
chasers came from as far as Ml. Madonna, Santa Cruz 
and Corralitos. Cost of what turned out to be a two-day 
drive amounted to $20. 



Kill IJ, Wats»«nvillc, Cal. 



PROGIiAM : Annouiiocincnls 



SPONSOR: Tucker's Garage AGENCY: Direct 

CAPSULE CASE HISTORY: Tucker's placed two an- 
nouncements per day in Ozzie's Show, a morning d.j. 
program, on a continuing basis. Concentrating on Lom- 
bard Cham Saws, commercials led to sales of 12 in a 10- 
day period. All announcements were ad libbed from 
copy notes, ivith background sound of actual chain saw 
cutting through a log. Tucker's ivas particularly pleased 
with result since the garage is located away from a main 
road and customers must make effort to reach it. 

W KNE, Kcene, N. II. PHOPTiAM. \„„ 

' niuunA.u: Announcements 



RADIO AND TV SETS 



SPONSOR: Edclmuth & Co. 



AGENCY: Direct 



CAPSULE CASE HISTORY: This dealer of Telefunken 
Radio and llallicrafter Tv sets used one-minute announce- 
ments for three-and-a-half months on the Pop and 
Candlelight Concerts, also in some morning shows. After 
this period of time, company had sold more sets than in 
three-and-a-half years. Consequently, new contracts were 
signed for 1,200 one-minute announcements to highlight 
same products. Cost of the original Telefunken and 
llallicrafter drive amounted to $1,500. 



WDOK, Cleveland, Ohio 



PROGRAM : Announcements 




NOW . . . along with many other great radio stations in the land . . . WWDC paces the big 
trend away from network affiliation. Effective August 1, WWDC goes solidly INDEPENDENT 
. . . the better to develop the highly successful local shows that have made it the sales-results 
station in the 2-million Washington market. Seven of its local shows are already in the Top 15 
Week-end Daytime Shows,* making it FIRST on Saturdays and Sundays . . . and a 
close second in total share of over-all daytime audience. WWDC is FIRST in out-of-home 
audience — the rich and "vagabonding" Washington, D. C, audience. WWDC delivers 
22.6%* of the entire out-of-home listening audience of 17 stations in the District area 
. . . outranks the second station by almost 2 to 1. See your John Blair man for the whole story. 



•PULSE Report: March-April, 1956 



Represented nationally by John Blair & Co. 



WWDC 



Washington 
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§ i top 

Chart covers quarter hour, half-hour 



Top 70 shows in 10 or more markets 
Period 7-7 June 7956 

TITLE, SYNDICATOR. PRODUCER. SHOW TYPE 



Highway Vatrol (M) 

Zl V 

Hon Culled X (A) 



Dr. Hudson's Secret Joiirnol (I>) 

MCA. AUTHORS PLAYHOUSE 



Average 
ratings 



Celebrity l'layhouse (D) 



SCRERN GEMS 



I Led Three Lives (M) 



iWr. District Attorney (M) 

Zl V 

Won Bellini! die Itadge (>I) 

MCA. BERNARD PROCKTER 



Ha dye 711 ( >I) 

NBC FILM. DRAGNET PROD. 



Annie OtiUley (W) 

CBS FILM, FLYING A PROD. 



II ctf i*rf rotif (A) 

MCA. ROLAND REED 



2/. » 
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1 ti.ii 
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7-STATION 
MARKETS 
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4-STATION 


MARKETS 






N . Y. 


LA. 


S. Fran. 


Boston 


Chicago 


Detroit 


M i Iw. 


M npls. 


Phila. 


Seattle. 
Tacoma 


Wash. 


7 7.7 


7 3.2 


74.2 


24.0 


75.0 


25.5 


72.7 


7 7 7 


7 7 3 


78.6 


75.0 


vvrca-tv 
7 :00pm 


kttv 
n :00pm 


kron-tv 

0:30pm 


wbz-tv 
10:30pm 


wbkb 
!> :00pm 


wjbk-tv 

9:30pm 


wtmj- Iv 
10:30pm 


wcco- tv 
10 :O0pm 


wfil-tv 
10 :30pm 


komo-tv 
7 :00pm 


wtop-tv 
7 :30pm 


4.4 


9.9 


77.9 


77.7 


7 7.2 


76.7 








77.9 


8.7 


wplx 
9:00pm 


khj-tv 

8 :30pui 


kron tv 
(. :30pm 


wbz tv 
10:30pm 


wm-tv 
9:30pm 


wjbk-tv 
10:00pm 








kinc-Iv 
10:00pm 


wmal-tv 
9 :00pm 




70.2 






24.4 


22.7 


27.7 


7 7.5 


6.9 




70.9 





kttv 
9.00pm 






wnbq 
10:00pm 


wwj-tv 
10:00pm 


wimj-tv 
7 :00pm 


wcco- tv 
7 .00pm 


wrev tv 
7 :00pm 




wmal-t\ 
ti :30pm 






76.2 






76.5 




77.5 




78.6 


76.7 






kron-tv 
10 :00pm 






wwj-tv 
10:00pin 




kstp-tv 
8 :30pm 




komo-tv 
S :00pm 


wtoi>-tv 
10:30pm 


3.3 


73.7 


77.7 


79.0 


75.0 


78.5 


20.0 


27.0 


7 7.2 


20.7 


4.9 


wplx 
7 :30pm 


ktlv 

S-30pf 


kron-tv 
10:30pm 


wnar-tv 
11 :00pm 


wttn-tv 
9:30pm 


wjbk tv 

9 :30pm 


wtmj-tv 
9:00pm 


kstp-tv 
8:30pm 


wcau-tv 
7 :00pm 


ktnt-tv 

9:00pm 


wmal-tv 
S :00pm 




74.8 


76.5 


22.7 


7 7.5 


74.7 


75.4 


72.7 




23.7 


74.4 




kttv 
11 :00pm 


kron-tv 
10.30pm 


wnac-tv 
10:30pm 


wbkb 
10:00pm 


wjbk-tv 
10.30pm 


wtmj-tv 
11:1 m 


kstp-tv 
10 :30pm 




klnc-tv 

9:00pm 


wrc-tv 
10:30pm 


4.4 


70.7 




25.4 


70.4 






78.5 




72.5 




wplx 
8:0Opm 


kttv 

S :00pm 




wnac-tv 
10 :30pm 


wbbm-tv 
10:00pm 






kstp-tv 
9 :30pm 




kinp-tv 
10:0ijpm 




6.2 


72.4 


27.7 


79.7 


76.9 


76.2 




7 7.7 


72.7 


25.7 


9.2 


wplx 

S:30pm 


kttv 
7 :30pm 


kplx 

9:00pm 


wnac-tv 
6 :30pm 


WRIl-tV 

8:00pm 


wwj-tv 
10:00pm 




kstp-tv 
10:.'l0pin 


wcau-tv 
7 :00pm 


kinc-tv 

9 :30pm 


wttgr 
7 :00pm 


8.3 


7 7.4 


70.2 


76.2 


74.5 


20.4 


78.5 


72.5 


77.7 


79.0 


75.2 


webs - tv 
5 :30pm 


kttv 
7:00pm 


ktto-tv 
0:00pin 


wnac-tv 
5:00pm 


wbbm-tv 
5:30pm 


WXV7. ■ tV 

r>:30pm 


wtmj-tv 
K :30pin 


wcco- tv 
5 :30pm 


wcau-tv 
5:30pm 


kinc-tv 
0 :00 pm 


wtop-tv 
7 :00pm 


5.9 


7 7.7 


76.7 


78.7 


7 2.5 


27.0 




7.4 


76.7 


20.4 


7.5 


walni 
7:30pm 


kttv 
9:00pm 1 


kpix 
10:00pm 


wnar-tv 
7 :00pm 


wen-tv 
9:00pm 


wwj-tv 
9:30pm 




keyd- tv 
8. 00pm 


wcau-tv komo-tv 
0:30pm 9:30pm 


wttK 

7 30pm 1 




75.7 .J 



75.4 

wsb-Jv 
10:30pm 

75.2 

wsh-tv 
2:00pm 

20.2 

wsb-Iv 
9:30pm 

73.0 

waca-tv 
10 :30pm 



M 

ioT 



7 7.7 2\ 

wlw-a vb| 

0 :00pm 

78.2 7 1 

wasa-tv v n'J 

9:30pm lOrT 



Rank Past* 
new rank 



Top 7 0 shows in 4 to 9 markets 



1 


1 

I 

1 


A it. os 'ti' Audi/ (C) 

CBS FILM, HAL ROACH STUDIOS 


21.2 


7 7.9 

webs tv 
6 :30pm 


9.9 

knxt 
5 :00pm 






77.5 

wwj - tv 
100:00pm 




73.7 

weeo-tv 
2:00pm 










1 

! " 


Life of Hiley (C) 

NBC FILM, TOM MC KNIGHT 


ih.:i 




77.7 

kttv 

8:30pm 


23.2 

kplx 

7 :00pm 






74.7 

wxix 
7:00pm 


27.2 

kstp- t\ 
S -30pnt 


20.7 

king-tv 
x-30pm 






1 

:i 


If iff linker. 1 .S.A. (A) 

MCA . TV FILM. RCVUE PROD. 


1 6. ft 




2.5 

khj-tv 
8:30pm 








6.4 

ttlsn tv 
10:00pin 










l 




fCo.sriiifi r i/ i footu i/ Show ( >ltt ) 

MCA TV FILM. JOSEPH S SHRIBMAN 


Ifi.O 




9.2 

kttv 

9 :00pm 


25.0 

kpix 
9 :30pm 








27.0 

weeo-tv 
9 :00pm 






9.7 

waga-tv 
10:00pm 


.7 


"1 

3 

t 


1 >><»orrh for Aflt"f*li litre* (A) 

GTO BAGNALL. JULIAN LESSER-SOL LESSER PROD. 


I I.I 


2.5 

wplx 
7 :30pm 


74.3 

kcop 
7 :00pm 


24.0 

kpix 
7 :30pm 




7.2 

wxvz-tv 
10:00pm 


4.4 

W|ti-tV 

■> JtOpm 


24.0 

wcco- IV 
s -30pm 


22.5 

kinc-tv 

7 :30pm 






fi 


I 

i 


Stars of l/ic» fvmiirf Oie Opry (Mu) 

FLAMINGO FILM. GANAWAY PROD. 


13.7 




2.2 

kcop 
s :30pm 










5.2 

kevd ■ tv 
7 :30pm 


2.9 

komo-tv 
5:30pm 






U 


' « 


fjffrri/ ifuvi'u 

T PA 


13.7 


4.9 

wplx 
» :00pin 


3.9 

kcop 
* :30pm 


















11 


1 


Code :t ( >l ) 

AOf. riLM. or n rox rahco tv prod 


I3.fi 




76.9 

kttv 

NliOpm 


74.2 

kron-tv 
10 :30pm 


2.7 

wmur 
10:00pm 








20.7 

king tv 

10:00pm 






a 


1 

•> 

__ 


>f«i|or of 1 lie Toiru (1>) 

MCA TV FILM. GROSS KRA8NF, RAWLINS-GRANT 


13. 1 




9.4 

kttv 

II :30pm 


9.4 

kito-tv 
7:30pm 










73.8 

komo-tv 
10:00pm 






lit 




Death Valley Days (IV) 

r AC 1 F 1 C DORA X 


13.2 


8.4 

wrca tv 
7 :oopm 


8.2 

kren tv 
7 :00pm 


7.0 

kao tv 
7 00pm 


22.7 

wlinc Iv 
10 30pm 


7.7 

wbkb 
10 :00pm 








72.5 

wrc-tv 
7 :00pm 





Hhow Irpe irmboli (A) adventure: (O) comedy; (D) drama; (Doc) documentary: (K) kld»; (M) 
rojllery; (Mu) muiiral; {KKj Hrifnro Klcllon; (W) Wealorn. Klimi ll»Ie<l aro lyndlcatcd. hr. ( 
Vi hr. A hr. lwtath, teiecait In four or moro marketi. Ttio average ratine li an unweighted 
areraie. of Individual market rating! ilitod abovo. lliank upace Indlratei film not broadcait In thll 



market 1-7 June. While nctw-ork shows arc fairly stable from one month to another! 
market* In which they are ihown. thll ll true to much Inner extent with (indicated ihoffN 
■ huuid be barns In mind when analyzing rating trends from one month to another lo thbl 
'Refers to laat month's chart. If blank, show was not rated at all In laat chart or was ■ 




ii glows 

ed film programs 



If 




[ MARKETS 



Columbus St. L. 



2STATION MARKETS 



Birm. Charlotte Dayton New Or. Providence 



• 32.3 


27.4 


25.8 


35.3 


38.8 


33.8 


26.3 


wbns tv 

i '.> :iii|ini 


kv.k-tv 
9 :30pm 


wbrc tv 
9 :.'SO|>m 


wbtv 
10 :30pm 


w hin-tv 
X :00pm 


wtlsu-tv 
10:00pm 


wjar tv 
10:30pm 


25.0 


27.7 


32.8 




33.8 


50.5 


22.8 


Hblls IV 

1 ;i«|im 


ksdtv 
10:00pm 


wbrc-tv 
7 :00pm 




wlilo-tv 
9:30pm 


wdsu-tv 
s :30pm 


wjar tv 
S:00pin 




25.0 


27.5 






78.8 






ksdtv 
9:30pm 


»nl>t 
S :30pm 






WdSU-tV 

10:30pm 






20.4 


27.0 




72.3 


30.0 






ksdtv 
9: i r.pm 


w bre-tv 
S :00|)iu 




wlw d 
11 .1 ".pin 


wdsu-tv 
1 0 :00pm 




77.2 


20.4 


27.3 


45.5 


23.3 


73.5 




u lw (' 

KMpm 


ksdtv 
HI :110pm 


w brc-tr 
Id :00pm 


wbtv 
7:00pm 


W'lw-rl 
$:3»l>in 


wdsu-tv 
S :30pm 






20.4 


30.3 








24.3 




ksdtv 
lU:OClpili 


wbrc-tv 

n .oopm 








wjar-tv 
10:30pm 




78.0 








44.5 






ksdtv 
lOrttOpm 








wdsu-tv 
9 :00pm 






23.7 


37.5 




23.8 




76.8 




ksdtv 
!l :30pm 


wbrc-tv 
!1 :30pm 




whlo-tv 
10:30pm 




njar-tr 
10:30pm 


75.5 


77.5 


79.3 


27.3 


72.3 


23.3 


78.5 


nljns tv 
i fl.uiipin 


kwk-tv 
1 :00pm 


wbrc-tv 
■ r ) :00pm 


wbtv 
3:30pm 


wlw-d 
7 :30pm 


wdsu-tv 
4 :30pm 


wjar-tv 
6:30pm 




79.7 










23.0 


i 


kwk tv 
ltl:00pm 










wpro-tv 
7:30pm 



74.9 

kwk-tv 
10:30pm 



25.8 20.3 57.3 79.0 

wlr-c-tv whio-tv wilsu tv wnro tv 

9:00pm 10:15pm S :30pm 7:00pm 



46.3 72.5 



wdsu-tv 
9:00pm 



wpro-tv 
5 :30pm 



70.3 20.5 

wbrc-tv wbtv 
fi :30pm 10:15pin 



44.3 

wdsu-tv 
9:30pm 



37.3 



6.3 

whv-d 
1 1 :15pm 



23.8 

wabt 
9:00pm 



Classification as to number of itatloni In market Is Pulse's 
determines number by measuring which stations are actually . 
omes In the metropolitan area of a given market even though I 
may be outside metropolitan area of the market, 





TO REACH THE HOME-FOLKS. 
RIDE THE "LOCALS 



Looking for an outstanding local personality to 
take your television message to the 
five-city* WTAR-TV market? Andy Roberts, 
singing star with such big names as 
Jimmy Dorsey, Gene Krupa and Sauter 
Finegan and now a Monday-Friday 
mid-day feature on WTAR-TV is your boy. 

It's ^'theatre-in-ihe-round" with 
Andy Roberts and his combo 
surrounded by enthusiastic fans both 
in the studio and in their homes. 



Available for "Class C" participations. 
Write or call your Petry man or WTAR-TV Norfolk. 




CHANNEL 

3 

NORFOLK.VA. 



Represented by Edward Petry & Co., Inc. 




HE'S SURE LOOKING 
AHEAD TO THE NEW 
SPONSOR! 




xkz, ftteC weMf Sponsor 'kAUjul 
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Already bought by: 



in Denver, Colorado Springs, Roswell, N. M Amarillo 



COORS BEER 
Midland, Texas 

HEKMAN BISCUIT . . in Detroit, Cleveland, Toledo. Youngstown Lan 

sing, Traverse City. Bay City, Grand Rapids. Lima 

NEHI BOTTLING in Crand Rapids 

SEALY MATTRESS , . . in Toledo, Lima 
BLUE CROSS in Buffalo 



KSL-TV 

KOPO-TV 

KOB-TV 



Salt Lake City 

Tucson 
Albuquerque 



I 



KPHO-TV Phoenix 
KBOI-TV Boise 

KTTV Los Angeles 
and others 




His office a 
CROSSROAD OF 
ADVENTURE! 
People from 
ALL WALKS OF LIFE 
SEEK HIS HELP! 






The kind of man you'd 
want for your family 
physician and friend! 





WEST HERO! 




3NALD CAREY 



SO TRUE-TO-LIFE 
YOUR VIEWERS 
"LIVE" EVERY 
MOMENT! 



,| e of Young 



Dr. Mark Christian 
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SPONSOR 



//.</< vYMI 1 VIM; first halt, rulumv 10 



JANUARY 
TO JUNE 
19 5 6 



Issued every 6 months 



/Xilvertising Agencies 



Did high tv budgets force agency revolution? 


9 


Jan. 


P- 


27 


Bernard llaber, BBDO, profde .... . . 

Dr. Wallace 11. Wulfeck, Win. Esty, profde 


9 


Jan. 


P- 


80 


23 


Jan. 


P- 


114 


Charles V. Skoog, Ilicks & Greist, profile 


6 


Feb. 


P- 


54 


Madison Ave. should have it so bad 


20 


Feb. 


P- 


30 


Arthur C. Fatt, Grey, profile 


20 


Feb. 


p. 


>B 


Barrett Brady, K&E, profile 


5 


Mar. 


1 


98 


Agencies are riding a gravy train 

Anthony DePierro, Lennen & Newell, profile 


19 


Mar. 


p. 


36 


19 


Mar. 


P- 


37 


10 agencies that buy most nighttime tv 


2 


Apr. 


P- 


'.ii 


Norman B. Norman, Norman, Craig & Kuminel, 










profile .... 


2 


Apr. 


P- 


84 


Roger Pnrdon, Bryan Houston, profile 


16 


Apr. 


P- 


62 


Philip Feld, KuthranfT & Kyan, profile 


30 


Apr. 


P- 


77 


Farewell from the kazoo in gray flannel 


14 


May 


p. 


34 


4A's members agree on health of air media 


14 


May- 


P- 


6a 


William T. Okie, J. M. Mathes, profile 


28 


May 


p. 


56 


Agency media department of the future 


11 


June 


P- 


27 


.Madison Ave. on a moving spree 


11 


June 


P- 


34 


Advice from buyers to sellers _ 


11 


June 


P- 


42 


Clark M. Agnew, Donahue & Coe, profile 


11 


June 


p. 


60 


How to live a little while working . 


25 


June 


P- 


38 


Mark Schreiber, Mark Schreiber Advtng., profile 


25 


June 


P- 


66 



Xutomotivc 

GMAC hits road with jump in radio spending 
I low to start a film show in high 



16 Apr. p. 36 
30 Apr. p. 36 



4A's members agree on health of air media 


14 


May- 


P- 


42 


Why spot tv and radio are soaring 


28 


May 


P. 


29 


How admen feel about net show control 


28 


May- 


P- 


32 


Are spot radio dollar figure* for companies com- 






ing? ... 


28 


May 


P- 


43 


Advice from buyers to sellers 


11 


J line 


P- 


42 


Record services: Is there virtue in volume?: 










Csida 


25 


June 


P- 


22 


Clothing untl Accessaries 








Robert Hall puts $3 million into tv, radio 


6 


Feb. 


P 


*0 


"I feel like a princess in my Peter l'au Bra" 


16 


Apr. 


P- 


42 


Canadian Fur tailors radio tor sales 


11 


J line 


P- 


40 



36 
41 



Commercials untl Stiles Aids 

Diary ot a tv commercial 7 Jan. p 

92 ways tv sells merchandise 9 Jan. p, 

Should show costs outweigh commercials 20-1? 19 Mar. p. 29 

Fluff insurance for local live commercials 2 Apr. p. 34 

Hidden side of film commercials 2 Apr. p. 40 
W hat are the do's and don'ts in using cartoon 

commercials?: Forum 2 Apr. p. 72 

Don't judge a commercial by "recall" alone: 

Foreman .._ _ 16 Apr. p. 11 

Are you using pre-tv radio commercials? 30 Apr. p. 32 

Should daytime tv commercials differ from those 

to be used at night? .. .... 30 Apr. p. 92 

A bleak look at the ha-ha sell: Foreman 28 May p. 8 

Commercial awards 11 June p. 38 



Broailcast Advertising Problems untl 
Developments 



There's no headache sales can't cure 
She changed her mind ... . .... 

Can you get there and still be a nice guy?: Csida 

How to be a success and suffer _ 

Will these 19 program trends change buying? .._ 

15% — Is it on the way out? _.. 

Here's why we bought spot radio 

Should agencies earn 15% on package shows? I 
Why can't we get spot radio dollar figures? 
Should agencies earn 15% on package shows? II 
What buyers want to know about new MBS plan 
Can FCC end seller's market in tv?. 

Should you buy radio by the ton? . 

For first time: Dollar figures for spot tv 
Crazy mixed-up time schedule . .... .... 

Blueprint for radio's future 

NARTB Convention Special 

Will nets release more option time in prime 

slots? : Csida 

First all-industry tv set count 

15% — How close can you cut it? 

Broadcasters spun sponsor's "wheel of fortune" 

They're rebuilding network tv 

Standing in line to buy radio stations 

Spot tv clients spent over $100 million . 

Are women going out of style? 



9 


Jan. 


P- 


32 


<> 


Jan. 


P- 


10 


9 


Jan. 


P- 


24 


23 


Jan. 


P- 


36 


2.5 


Jan. 


P- 


10 


20 


Feb. 


P- 


27 


20 


Feb. 


P. 


32 


5 


Mar. 


P- 


27 


5 


Mar. 


P- 


32 


19 


Mar. 


P. 


34 


19 


Mar. 


P 


38 


2 


Apr. 


P- 


25 


2 


Apr. 


P- 


36 


16 


Apr. 


P- 


33 


16 


Apr. 


P- 


38 


16 


Apr. 


P- 


44 


16 


Apr. 


P- 


47 


16 


Apr. 


P- 


30 


30 


Apr. 


P- 


27 


10 


Apr. 


P- 


42 


ill 


Apr. 


P- 


44 


11 


May 


P- 


27 


14 


May 


P- 


30 


14 


May 


P- 


38 


14 


May 


P- 


41 



Drugs untl Cosmetics 

Max Factor's §64,000 answer: spot tv impact. 

Phillip Cortney, Coty, profile 

Coty's quandary: How to pick a hit tv show 

Shulton builds on spot foundation 

Robert G. Urban, Lambert-Hudnut, profile 

Donald S. Frost, Bristol-Myers, profile . 



Foods and Heveruges 

Murray Vernon, Ruppert Breweries, profile 

Charles Derrick, Pepsi-Cola, profile 

Spot radio is "yum, ynm, yummy" for Contadina 

Lee S. Bickniore, Nat'l Biscuit Co., profile 

W hite Rock drives 'em to drink 

How radio sells "waisin bwead" . 

Selling sausages at 5:30 a.m. 



9 Jan. 
19 Mar. 

2 Apr. 
28 May 
11 June 
25 June 



Foreign untl Intcmutittnul 



What would you most like to know about British 

commercial television?: Forum 
London: I'.S. adinan reports on British tv. . .... 

What is the status of tv in your Latin American 

country?: Forum 



9 Jan. 
6 Feb. 



30 
22 
28 
31 
24 
20 



6 Feb. p. 22 

5 Mar. p. 22 

19 Mar. p. 32 

30 Apr. p. 22 

14 May p. 32 

11 May p. 36 

11 June p. 37 



82 
31 



20 Feb. p. 52 



23 JULY 1956 



59 



SPONSOR INDEX (Continued) 



Marketing 



The jargon of marketing 23 Jan. p. 12 

I say marketing i~ malarkey 6 Feb. p. 34 

You're living in the pa^t, Mr. "X" 20 Feb. p. 36 



Waitresses 

John W. 1 1 ubbell, Simmons Co., profile 9 Jan. p. 23 

Bedtime stories pinpoint mattress market 15 Mar. p. 30 



Miscellaneous Products and Services 

Would you let your radio announcer go this far? 9 Jan. p. 34 

Spot radio gives Mosler right combination 23 Jan. p. 32 

Norman C. Owen, CHS-Columbia, profile 23 Jan. p. 20 

Yon don't need ratings to get results 6 Feb. p. 36 

KKO hails "Conqueror" _ 20 Feb. p. 31 

Tv, radio do good news job for Western Union _ 20 Feb. p. 38 

Olof V. Anderson, Anson, profile . 20 Feb. p. 22 

How to sell an eye produet by ear ... 5 Mar. p. 34 

How to give Ym itchy fingers for a phone book ... 19 Mar. p. 10 

Can you afford net tv on a $450,000 budget 19 Mar. p. 42 

Does your company sell ideas as well as UAW?.._ 2 Apr. p. 32 

John T. Coldren, Dixie Cup, profile . 2 Apr. p. 13 

Mickey and the burp gun 2 Apr. p. 38 

How Ban rose to no. 3 deodorant in one year.. . 16 Apr. p. 40 
Theodore II. Mittendorf, Hudson Pulp and Pa- 
per, profile 16 Apr. p. 28 

Heating that "onee-in-a-blne-inoon" buying habit 30 Apr. p. 38 

Ceorge Laboda, Colgate-Palmolive, profile ... 14 May p. 17 

How Du Pont put spot tv to the test 28 May p. 38 

Can radio sell atmosphere? _ 28 May p. 42 

Andrew B. Shea, Panagra, profile 28 May p. 21 

Rx for Proctor: large doses of spot tv 11 June p. 32 

Where Pepsodent went with radio — 25 June p. 25 

This commercial is spectacular, too 25 June p. 28 

Radio rolls out weleomc mat for Tilo ... 25 June p. 30 

Building publicity into a drama seript ... _ 25 June p. 32 



Retail 



Must a retailer stiek to saturation radio? 23 Jan. p. 38 

What would you advise sponsors whose products 

you sell in your store?: Forum . 23 Jan. p. 110 

How can air media and dept. stores better work 

together? : Forum . . 6 Feb. p. 48 



Summer Selling Section: li)56 

Tv finally did it: No more hiatus .. 5 Mar. p. 40 

Are you up-to-date on summer radio? . 5 Mar. p. 42 

Remember the 13-week snooze? . 5 Mar. p. 44 

Answers to six basic summer questions _ 5 Mar. p. 45 



Television 

Are your products color blind? 23 Jan. p. 34 

What's with the tv set count? 20 Feb. p. 40 

A good tv play must pass this test .. . 5 Mar. p. 36 

What does an advertiser do when he ean't clear 

the top tv station in a market? : Forum 5 Mar. p. 94 

What is the potential of closed circuit tv for 

advertising meetings?: Forum .. 19 Mar. p. 64 

Can FCC end seller's market in tv? .... 2 Apr. p. 25 

10 agencies that buy most nighttime tv . . . 2 Apr. p. 30 

They're rebuilding network tv 14 May p. 27 

Spot tv elients spent over $100 million _ 14 May p. 38 

How admen feel about net show control _ . . . 28 May p. 32 

Let's get a new tv award system 28 May p. 36 

Spot tv lineup changes, part I ... 28 May p. 40 

How film distributors would change net tv 11 June p. 30 

More ehanges dot fall tv schedules, part II 11 June p. 44 

Biggest tv presentation yet 11 June p. 46 

Last call for fall, part III _ 25 June p. 34 

Where do tv copywriters come from? : Forum 25 June p. 50 



Progra m ing 

Is the half-hour tv show passe?: Foreman . .. 
Will these 19 program trends change buying?. 
Imagination should top d.j. hit parade: Csida . 
Will net program control end show packagers?: 

Csida 

Three-city programing report: 

1. Hollywood: Yon can craek the dam 

2. New York: How shows are born . 

3. London: I'.S. adman reports on British 

television 

Should radio stations pay as they play?: Csida . 
Blueprint for radio's future .. .. 
How videotape will revolutionize programing.. — 
Those vital first few minutes — 



Research 

High tv ratings can he a worry, too: Foreman 
There's more lo radio and tv researeh 
What's with the tv set count? 
Ratings have limitations, hut . . .: Foreman 
Released for first time: Spot tv $ figures 
What is your answer to those who contend rat- 
ings are inaccurate? : Forum . . 
First all-industry tv set count 
Today's radio ratings are obsolete 



9 


Jan. 


p. 


10 


2J 


Jan. 


P. 


40 


23 


Jan. 


P- 


25 


6 


Feb. 


I 


17 


6 


Feb. 


P- 


26 


6 


Feb. 


P- 


28 


6 


Feb. 


P- 


31 


5 


Mar. 


r- 


24 


16 


Apr. 


p- 


14 


>0 


Apr. 


p- 


{() 


0 


Apr. 


p. 


40 



23 


Jan. 


P- 


11 


6 


Feb. 


P- 


38 


0 


Feb. 


P- 


40 


19 


Mar. 


P- 


a 


16 


Apr. 


P- 


33 


16 


Apr. 


P. 


58 


30 


Apr. 


P- 


27 


25 


June 


P- 


36 



Television Film 

Diary of a tv commercial 

Glossary of film production terms ._ 

Tv film shows recently made available for syndi 
cation . . . ... _ . 

Film's $100 million year 

Film Section: 1956 

Things you must know to buy syndicated film 

14 questions admen ask before buying . 

What admen want from film syndicators ... .... .. 

4 multi-market film ease histories „ 

Film facts and figures 



sroNSOK-Tele-Pulse ratings of top spot film shows 



Yidpixcrs are undaunted by Hollywood film flood 
How do you view the effect on tv of the increased 
availability of features film?: Forum, part I ... 
C&C potential : Spot time control worth millions: 

How do you view the effeet on t\ of the increased 
availability of feature film?: Forum, part II . 

How film distributors would change net tv. . _.. 

How do you view the effeet on tv of the increased 
availability of feature film?: Forum, part III . 
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nnounce 



^Jlielr Appointment 



NATIONAL SALES REPRESENTATIVES 

FOR 

WCAO and WGOP 

BALTIMORE MD. BOSTON MASS. 



In addition to 
National Representation of 



WMPS ™ WJJD 

MEMPHIS TENN. CHICAGO ILL. 
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WNBQ and WMAQ, Chicago, are sold by I 





With wnbq's historic Color "break-through" in Chicago, 
a new era of entertainment and advertising is here! 

wnbq is now the world's first All-Color Television 
station. All live studio programming is tcleeast in full 
color . . . complete with Color commercials. 

And Color is spreading rapidly over all of the Tele- 
vision stations represented by NBC Spot Sales, komo-tv 
Seattle is the only completely equipped Color station in 
the Pacific Northwest, khca Los Angeles and wnc.v-TV 
New York are now telecasting lice programs in Color. 

Right now, all NBC Spot Sales Television stations 
are fully equipped to transmit in Color . . . and are wel 
on the way to All-Color local programming. 




REPRESENTING THESE LEADERSHIP STATIONS: 



POT SALES 



new york wrca, wrca-tv 
scuenectady-alhany-troy wrgb 
philadelphia wrcv. wrcv-tv 
washington wrc. wrc-tv 
miami wckt 



BUFFALO WBUF-TV 
LOUISVILLE WAVE. WAVE-TV 
CHICAGO WMAQ, WNBQ 
ST. LOUIS KSD. KSD-TV 
DENVER KOA, KOA-TV 



SEATTLE KOMO, KOMO-TV 
LOS ANGELES KRCA 
PORTLAND, ORE. KPTV 
SAN FRANCISCO KNBC 
HONOLULU KCO, KONA-TV 



AND THE NBC WESTERN RADIO NETWORK 




a torn in on qui'stions of current interest 
to air advertisers and their agencies 



II hat suggestions can you gire to those ivho use 
u our facilities for making commercials 





Chester L. Stewart 
V.p. and Studio mgr. 
Reeves Sound Studios, N.Y. 

MUST KSOW THE JOIl TO BE DOSE 

• Booking time or buying space at 
a recording studio is like buying any- 
thing; certain facts must be known by 
both parties before the sale can be 
eonsumated. 

Whenever booking, it is essential 
that whoever is requesting time know 
the job he has to do, what elements 
he will supply, as well as the form 
of sound track that he needs for the 
completion of the job. Time ean be 
saved at the recording date if all faets 
are clearly understood at the time of 
booking. 

The following data is the informa- 
tion that should he made known at the 
studio at the time of booking: 

1. Producer or company to be 
billed. 

2. Time and date of recording. 

3. Title and/or job number of pro- 
duction. 

4. Type of projection required: 35 
mm or 16 mm; straight projection or 
loops. 

5. Number and type of tracks or 
sound effect loops: 35 mm; 16 mm; 
standard or push-pull; optical or mag- 
netic. 

6. Type of recording job: mix, li\e 
mix, wild voire, orchestra recording. 
(If an orchestra session, number of 



men and instrumentation necessary.) 

Also to be considered are: the inter- 
mediate end product to be used in re- 
recording; laboratory that is to proc- 
ess optieal film and to whom this is 
to be charged; name of individual 
booking job and a purehase order 
number covering the particular job. 

All this data may seem detailed but 
can be stated in a few brief moments. 
It saves confusion and time in the 
studio. 

To digress to generalities, here are 
a few more '"do's" for the producer: 

Have your film in eans that are prop- 
erly labeled. 

Have the film on reels. 

Have the film heads up with start 
marks clearly indicated and ample 
leader for threading. 

Have the film elean and free from 
red crayon smears, properly splieed 
and blooped. (Direct positive tracks 
normally do not need blooping.) 

Have cue sheets with the various 
"ill's" and "out's" in 35 mm footage 
of all tracks that make up the mix. 




Herbert M. Moss 
President 

Gotham Recording, New York 

WE'LL VESTURE OUT OS A LI Mil 

• Although generalizations have de- 
stroyed more advertising men than 
good barley and hops — I'll offer a few. 



As the client always says, "I want you 
to listen to every word 1 say; but don't 
ever let it influence your thinking." 

OK, then, if we understand each 
other — I'll venture out on a very 
strong limb and suggest number one: 
Please, fellows, let's save time, money 
and what-have-you by having a real 
"meeting of the minds" before the re- 
cording session. We've seen tempers 
rise, high-priced talent waiting in the 
wing (while on golden time-and-a- 
half) and good ideas go swishing down 
the drain because ageney men eome 
into a recording studio with a myriad 
of conceptions. The producer wants it 
one way, the copywriter another, and 
the account man doesn't like either; 
yet every one insists they "see eye-to- 
eye." A little more detailed prepara- 
tion or autonomy of responsibility 
would eliminate ugly seenes like the 
above and save tear, wear and aggra- 
vation with much better product re- 
sults. 

Of course this applies to either voice 
or musie session; but when it comes 
to jingles, one important aspect is often 
overlooked. What good is assembling 
an expensive musieat group (singers, 
writers and recording engineers) if, 
at the time of the session, everyone 
has to work from pure, raw material? 
The session could be done in a snap 
if previously a rough recording of the 
jingle in six assorted flavors was done. 
Then, at the ageney, everybody lis- 
tens, heads shake, somebody says, 
"that's it" and, presto, the recording is 
done. Though this additional pre- 
liminary session does inerease the cost, 
you'd be surprised how a little thing 
like this makes everyone happy — espe- 
cially the client's comptroller. 

One other thing. After the record- 
ing is done, Gotham always gives the 
ageney a nice, shiney, new record. 
They then take this superlatively- 
sounding object baek to the shop, place 
it on a gramaphone (cirea 1902), use 
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an old darning needle in the grooves 
and then wonder why it doesn't sound 
so nice as it did back in those hi-fi, hi- 
priced studios. Men, what the industry 
needs is a good phonograph with a 
diamond stylus back in the shop. Get 
one today — and make those before- 
hand preparations pay ofT after the 
sound and fury has died away. 

Like a good diamond needle, this 
hardly scratches the surface. But I'm 
available for small talks on short no- 
tice. So if you can gather more than 
three assorted producers, account ex- 
ecutives and business managers around 
the water cooler, just whistle. I'll be 
there — and I'll bring the chasers. 




Richard Olmsted 
Exec. ' V.p. ; Chief Engineer 
Olmsted Sound Studios, New York 

TIME AJSD WORRY CAIS HE SAVED 

• As a service recording studio, it 
is our function to provide good, com- 
fortable working areas to our clients 
and to meet any demands that they 
may make upon our technical knowl- 
edge and resources. 

However, there are times and occa- 
sions when the client can save himself 
needless wear and tear and expendi- 
tures of money. For example, although 
we have made it a point to provide a 
studio even at 25 seconds' notice, it 
stands to reason that if a studio is 
booked sufficiently in advance, you can 
be assured of obtaining just the right 
facilities for your commercial. 

Much time is wasted, too, on copy 
that runs too long. Although we recog- 
nize the creative effort that goes into 
modern-day advertising, there is the 
classic example of Shakespeare who 
timed all his plays to fit the needs of 
his theatres and his audiences. A lit- 
tle pruning here and there, in advance 
of a recording session, will save a lot 
of blood, sweat and tears later on. 
{Please turn to page 101) 




ONE WILL DO/ 



Fast-stepping WBNS Radio waltzes away with 
the quality market in Columbus and Central 
Ohio. WBNS delivers the most listeners . . . 
twice as many as the next biggest station. The 
most and also the best. With 28 top Pulse- 
rated shows, WBNS puts push behind your 
sales program. To sell Central Ohio . . . you've 
got to buy WBNS Radio. 



CBS FOR CENTRAL OHIO 



Ask John Blair 

The number one Pulse station 
covering 1,573,820 people with 
2 Billion Dollars to spend. 




radio 

COLUMBUS, OHIO 
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Farm Homes 
in the Del.-Md. 
"Broiler Belt" 
Have Extra 
Buying Power 

• $15,000 income per farm 
family indicated in 
Sussex County 

The Only 

Sure Way to 
Reach and 

Sell Them is 

WJWL 

Georgetown, Del. 

1000 watts 900 kc 

• The Only interference-free 
coverage in the area 

• The Only daily advertising 
medium in the area 

• The Only top-interest farm home 
programming in the area 



ROLLINS BROADCASTINC, INC. 
Nition.il Sales Mgr.: Graeme Zimmer 
New York Office: 565 Fifth Ave., EL 5-1515 
Chicago: 6205 S. Cottage Crovc Ave., NO 7-4124 



Continued 
from 
page 8 




ardent and under-brained. He then poured a jigger of 
venom out on the fellers who insist on showing only 35 mm 
prints, thereby forcing the prospect out of his office and 
further into the clutches of the yok-it-up boys. 

At this point, Hjalmar was so wrought up, he went home 
ending the interview. 

P.S. One smidgeon of gall from another chap; one who is 
generally as sweet as Whistler'?. Mom. I refer to myself. 
Ordinarily, 1 wouldn't mind Mr. Sillerman disagreeing with 
me in print,* even his doing it in such premium space as in 
this very publication. But I do take umbrage at bis explain- 
ing what I meant to say. These tracts are neither so flimsily 
conceived nor loosely expressed that their basic themes need 
interpretation. Also, if I remember rightly I believe it was I 
who shepherded the purchase of Lassie and without a single 
word of explanation from Mr. Sillerman. It is nice to know, 
however, at this date that Lassie had been a big screen motion 
picture property. * * * 

*H was at the request of SPONSOR that Mickey Sillerman, 
of TP A, commented on Bob Foreman s column in the 11 
June 1956 issue. The subject of Bob's Ad Libs was "What's 
hot for movies may not fit tv," and it was his contention that 
a necessary "Wearability" factor dominates the television 
scene; that this Wearability quotient which sustains the mood 
or theme of a television series is not generally present in 
Broadway plays and/or movies, which are implicitly geared 
to one-shot presentations. 

Sillerman, on the other hand, felt that "there is only one 
incontestable statement you. can make about showbusiness in 
general, and that is that you can't generalize about anything 
except not generalizing about anything." hi rebuttal to Bob, 
Sillerman cited such successes as Mania and Lassie with their 
respective Broadway and Hollywood counterparts as evidence 
that media conversion may be made successfully. 

Sillerman s "law" was a theory almost at odds with Bob's. 
Bob's thoughts were almost at odds with Siller/nan's. Never- 
theless, sponsoh felt that the point of view of both film buyer 
and seller should he presented, though we choose not to 
choose sides in this almost-at-odds subject. After re-reading 
pages eight and 58 of the 1 1 June issue, perhaps you'll want 
to let us know how you feel about the matter. 
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You know how it is with a woman. She trades at certain stores, 
buys from certain people because she likes them. 

Oklahoma families have the same kind of warm regard 
for WKY-TV . . . they like it . . . the programs, the personalities, and the products 
advertised. 

Maybe it's because of 36 years of community service, ever since WKY 
radio was the first station in Oklahoma. 

We wouldn't try to explain this power of persuasion . . . we're just glad 
we've got it for you. 



Owned and Operated by 

THE OKLAHOMA PUBLISHING CO. 

The Daily Oklahaman • Oklahoma City Times 

The Farmer-Stackman • WKY Radio 

WSFA-TV, Montgomery, Ala. 

Represented by THE KATZ AGENCY, INC. 




WKY TV 



NBC 
ABC 



THf NATION S H>ST COlO» TELEVISION STATION 

OKLAHOMA CITY 



We're 10 Years Old ! 

This chart shows our growth from 3 ! /2 million 
dollars of billing to over 36 million — unequaled 
by any other post-war agency 




1947 1948 1949 I9SO 195 



You can t do it the easy way! 

Some things we have learned from our 10 years of experience 
that have proved profitable to us-AND TO OUR CLIENTS 



Every successful businessman, we suppose, likes 
to think he "got there" by hard work— and usually 
he did. 

We feci that way ourselves. We're ten years old, and 
we probably have a right to view our first decade as 
a pretty successful one. 

But when we look back, we can't find anything sen- 
sational in our performance. No fireworks. 

Just an awful lot of hard work. And sonic surprising 
results. 

We tooled up for it 

Back in 1946, SSC&B was founded to meet a post- 
war need for experience, special knowledge, and hard 
work in the coming battle for packaged goods sales. 

Our new agency was deliberately staffed with men 
of wide experience and outstanding ability in this 



highly competitive field. Men, you might say, who 
were hardened by "the discipline of the depression." 

Also by design, it included some of the country's 
top-llight specialists in television— a still-experimental 
medium that was foreseen as a new, powerful selling 
force of the future. 

It has paid olT — double 

The chart above shows how an advertising agency 
founded on such ideas, and blessed with able clients 
and fine products, can prosper. 

But — more interesting to you — it shows how our 
clients have prospered too. 

For, of our total 36 million dollar billing today, 
more than 20 million is increased billing from eight of 
our earliest clients, based on increased sales. 




I And all eight of these clients are in fields so strongly 
|' competitive that sound, hard-selling copy is almost a 
must for survival — cigarettes, soaps, proprietaries, 
i foods and other grocery and drugstore items. 

Some things we've learned 

These are supposed to be lush times. But competition 
in many fields is just as tough as ever— or tougher than 
ever. 

The battle is still going on, and experienced adver- 
tisers are not being fooled by what may look like 
, easygoing. 

They know that, even with volume bulging, it is 
easy to lose competitive position. 

They know that new product developments can 
badly damage a beautiful consumer franchise almost 
overnight. 

And that a relaxed attitude toward advertising, sell- 



ing and product improvement can be an invitation to 
disaster. How we may help 
If you are such an advertiser, you might be interested 
in hearing how we operate under today's special com- 
petitive conditions. 

How, for example, we have helped clients launch 
new products in brutally competitive fields. 

How we have helped "fenced in" products break 
out of local markets into broader, richer territory. 

How we have helped fine products, that somehow 
had dropped behind the field, regain leadership. 

Success in jobs like those docs not come easy. It all 
adds up to hard work. But that's what we like here at 
SSC&B. Because we're used to it and arc geared up 
to it. 

And because we've found that it gives an advertis- 
ing agency its best chance to grow — along with its 
clients. 



Sullivan, Stauffer, Colwell & Bayles, Inc. 

477 MADISON AVENUE, NEW YORK 22 ^ 'PHONE: MURRAY HILL 8-1600 




No more potent salesman in the Baton 
Rouge trade area than WAFB-TV . . . 
"The Champ" when it comes to Rat- 
ing, and "The Champ" when it comes 
to merchandising. 

WAFB-TV's rating leadership is 
nearly 5-to-l. WAFB-TV's merchan- 
dising leadership is unsurpassed. 
For example: 

ROUND 1 

First place winner in "Lucy 
Show" competition with a 
double first prize for special 
merchandising job. 

ROUND 2 

First place in Screen Gems, 
Inc. contest on program 
promotion. 

ROUND 3 

Finished in"top four"in pro- 
motion contest sponsored 
by "Frank Leahy and His 
Football Forecasts." 

ROUND 4 

WAFB-TV's only entry was 
second placewinnerin 1956 
Billboard promotion contest 
for "network programs." 




WAFB-TV 



CBS* AtC 



CHANNEL 28 

Affiliated with 
WAFI AM-FM 

200,000 WATTS 
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that hour of the morning came as a surprise to me. However, 
it could just be that it makes great sense. The ladies who are 
today's busy housewives and mothers and control such huge 
chunks of the family budget are the very lasses who danced 
to the Dorseys and Goodmans, the Jamses and the Cugats in 
their high school and college days, when those bands were 
riding the crest of the popularity waves. It'll be interesting 
to see. at any rate, how the bands — traditional nighttimers— 
do in their new davtime slots. 

Sjs ;js 5^ 

W hile music seems to be coming in for a substantial share 
ol programing attention the-e days, over at CBS Radio, 
they're really working to develop a number of new selling 
personalities. Arthur Godfrey's sister. Kalby. after a year 
of seasoning with a once a-week variety show, is now stan ing 
in her own five-times-a-week fifteen-minute interview stanza, 
immediately following her celebrated brother. And Eddy 
Arnold, long a favorite songstar, is now emcee-singing host 
on a five-a-week nighttimer. Monday through Friday. 8 to 
8:30 on the same network. 

Coneededly one of the most difficult jobs in the broadcast 
business is this task of building a personality who can enter- 
tain, and sell effectively at the same time. Hut once such a 
personality has been developed, there are few types of pro- 
graming to mutch the personality for effective selling. One 
of today's ablest entertainer-salesmen, of course, is Tennessee 
Ernie, now gracing NBC TV airwaves. 

CBS, it seems, is more aware of the personality potential 
than the other webs (perhaps because of their great success 
with Arthur Godfrey himself). Whatever the reason, thev 
seem to spend more time, effort and money attempting to 
build such personalities, than do the other webs. Even on the 
local level, they have proved the success of this personality 
formula. The local New York outlet, already sportinc a 

«• I ~ 

group of proved selling personalities, has been building a 
new one in a young man named Jim Lowe. In four rating 
periods, Lowe has climbed from a 3.6 Pulse to a 1.3, and 
now ranks among the top three multi-weekly, network station 
participating shows in tin 1 New ^ ork market. Advertisers 
and agencies would do well to watch station and network 
efforts to build personalities of this type, and get on the 
bandwagon, while the price is right. * * * 



Letters tit .foe i si <t a tire tceteomett 

Do you always agree with the opinions Joe Csitla expresses 
in "Sl 1 ()\ S0R Backstage?" Csitla arid the editors oj sro.\soii 
would be happy to receive and print comments jrom readers. 
Address Joe C.sida. r o si'ONSOH, 10 A,'. 49 St., \ew York. 
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Reps: 



Coll ***am Young, Notional or Clark* 
Brown in South and Southwell 




1 

If you attempt to cover the Central South with 
a combination of other radio stations or with a 
combination of newspapers in the area, the cover- 
age would still be incomplete — and the cost would 
be three to 15 times greater than that of a WSM 
custombuilt program. As for TV, all TV viewers 
in the market put together still represent less than 
half the market's buying power! 

For the full story on this unique situation, send 
for your free copy of our booklet, "The Mystery 
Market", containing complete facts and figures as 
compiled by independent authorities. 

BOB COOPER, Salts Manager 

_ _ - .__ JOHN BLAIR AND COMPANY, Notional Advertising Representative! 

650 KC WW M VI RADIO Nashville - Clear Channel - 50,000 Watts 



No, that mystery shape isn't really a whale, 
though it does spout consumer dollars like only a 
few other top markets that you'd recognize 
instantly as "a whale of a buy"! 

Actually it's a map of "The Mystery Market" . . . 
one of America's richest . . . The Central South . . . 
a $2,713,371,000 market — richer than the cities of 
Denver and New Orleans put together ... or Atlanta 
and Dallas put together. 

A RICH MARKET, IN FACT, THAT'S 
COVERED BY ONLY ONE MEDIUM... and 
that's WSM Radio in Nashville. 



IAICM 
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Now — 

Channel 2 
in 

fabulous FLORIDA, 

Now — 
WESH-TV 

is on 
the air in 
Jam-Packed, 
Sales-Rich 
Daytona Beach. 

Now — 

call 

Edward Petry 
& Company 

(or 
details on 
WESH-TV, 
Daytona Beach 

and 

WJ HP-TV, 
Jacksonville 




agency profile 



Charles L. DHUer 

President 

C. L. Miller Co., New York 



Precise, rasp) -voiced Charles Miller, president of C. L. Miller 
Co., sees the functions of advertising agencies on a broader level 
than the selling of products. 

"Corn Produets Co.. for example, had alwajs concentrated just 
on selling products, and the hell with selling the company," he told 
SPONSOR. "But the firm has had a drastic ehange of attitude and now 
realizes the importance of public relations. Today television plays 
a big role in sueb public relations advertising." 

The p.r. advertising he refers to is Corn Products' sponsorship of 
Press Conference, a new Martha Rountree program that had its 
debut on 4 July, NBC TV 8:00-8:30 p.m. In telling SPONSOR of the 
advertising faeet of the program, Miiller said: 

"Our commercials on this show are intended to inform the pub- 
lic of the part Corn Produets plays in converting raw product for 
industry and consumer use." 

How does he intend to measure the effects of this program as it 
affects eompany advertising goals? 

"Well, 13 weeks never prove anything in radio or tv," says Miller, 
"it's not our intention to discontinue the show after 13 weeks. We 
may have to switch the time or the day or possihly the network, but 
if the ratings average out well, we won't ahandon the show. It's one 
aspect of a long-range Corn Products' plan to produce an advan- 
tageous climate for the eompany among the American people. This 
means not only stock brokers or industrial customers or consumers, 
but all the people." 

An air media veteran as a result of the many network radio and 
tv shows his clients have sponsored in the past. Miller estimates 
that 30 r c of the agency's total SI 1 million billing for 1956 will be in 
television and radio. 

Tv, Miller feels, has been among the most forward-looking media 
in "its search for new and interesting forms of entertainment. And," 
be adds, "it's of no consequence who produces or originates this 
entertainment. As long as the competition between both advertisers 
and networks for public attention exists, people will be encouraged 
to ereate new and attention-getting programing. They'll do so 
whether working for packagers or networks or agencies." * * * 



72 



SPONSOR 



WDBJ TV «^ 




TOP 
POWER 

316,000 watts 



TOP 
ELEVATION 

2,000 Ft. above average 
terrain — 3,936 Ft. 
above sea level 



NOW . . . 63-county total coverage! 



WDBJ-TV goes to maximum power — 316,000 watts — about mid-August... 
backed by a power-packed viewer promotion program throughout its coverage area 
of more than 2'/2 million papulation. All Western Virginia and portions of Narth 
Carolina and West Virginia are included in this rich market where retail sales total 
about 2 billion dollars annually. 

Here's the breakdown in population that will be reached by WDBJ-TV: grade A 
coverage, mare than 862,000; grade B, nearly 700,000; 100 MV, aver 1,045,000. 
Hame city — Roanoke — is one of the 50 fastest growing cities of over 100,000 
population in the U. S. The WDBJ call letters have been a familiar vaice in the area 
for over 32 years. 

For your copy of WDBJ-TV's county outline map with principal cities 
shown, write the Station directly or ask Peters, Griffin, Woodward. 




WDBJ 



CBS 




Owned and Operated by TIMES-WORLD CORPORATION 
PETERS, GRIFFIN, WOODWARD, INC., National Representatives 



TELEVISION 



EXCLUSIVE AFFILIATE 





CHANNEL 
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* RAINY DAY COVERAGE" 



The "rainy-days" of hundreds of thousands of families from coast 
to coast are covered by giant insurance companies located in the 
Prosperous Piedmont section of North Carolina and Virginia . . . one of 
the major insurance centers of the Nation. 
wfmy-tv, located in the heart of the Prosperous Piedmont, gives 
you "rainy-day," as well as every day, coverage too! 

Rain or shine since 1949, wfmy-tv has been the No. 1 
salesman in this 50 county area where there are more than 2 million 
potential customers for your product. 
With full 100,000 watts power on Channel 2, wfmy-tv 
is the only cbs station that, gives you unduplicated ens coverage of this 
7) $2.5 billion market. 

fm Martinsville, Vo 




Danville, Va. 

Chapel Hill 
Durhom 



For outstanding sales results in the Prosperous Piedmont . 

day of the year . . . call your h-r-p man today. 



every 



Greensboro 

Winston-Solem 

High Point 

Pinehurst 



uif my-tv 



Salisbury 

Sonford 

WFMY-TV. ..Pied Piper of the Piedmont 





Fort Bragg 



GREENSBORO. N . C. 

Repreienfed by 

Harrington, Righter & Parsons, Inc. 

New York Chicago Son Francisco Atlanta 




Now In Our 
Seventh Year 
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Nighttime covers AUGUST 19S6 



TV COMPARAGRAPH OF NETWORK PROGRAMS 



SUNDAY 



Convention* 

(Sm Mon) 



T tit phono Tlmt 

Hell Toltphom 
HOUy IT 
N. W, Aytr 



V»u Ai* Thar* 

I'rudtnlltl In*. 
ISOHy f 
Calklni A Holdia 
113.000 



ih« Ed Sulilvon 
Show 

ilMiuiy Dll of 
I'nril Molor Co 
1 «f I N V L 



lint, 
BBOD 0 B. 

13BNTAHy LAP 



YAR 



Thi $64,000 
Cti*ll*nO* 
Lorllliril 
■ onl iln YiR 
*ll wkt 
lltflon Piodo 
lOSNt £ 
liRwht 175. 0O0 
Whol'i My Lint 
cUmlailon- Hint) 
YAH 

Jlp lant Curili 

M.NY L 
Elrlt 

Ludilo 131.000 




MONDAY 



TUESDAY 



Nighttime 



AUGUST 1956 



Pw Uw Work 
JWT AUW "'| wkj 
John*. UmJiiTlll* 
S4Wa*h. lo 1 
JWT || IM 


No dm won 
proci »eIo« 
ft-f 


No oarwork 
proiromloj 


Roy **i».t 

Ow id*: nip 

WU. Mil lOaitl* 

ISO Hy 1 
"IB Ill.OOt 


D Edwoidi N*«t 

Whltohill 
Bilti 11.500 
NI n.n.l L 

0 16-7 


9 INY T0PB * r J 
Gen Foodi 
Jolla 

YAH 


Joek Or*M 
Bfi*w 

to f 

John Oily Now 
ISMS »u.t I 
^ lit 13901 


No MIWOTI 

protramlai 

■ . 


Froellor 
H1U | 

Htynoldi Uilali 
Ftmnk j wk 
Bjth*nin i n 
139.600 


0 Edwordi Niwi 
WMUhill 

in NT m.w.f l 

8*1*1 


Bold Journoy 
niUUii.i'urliu 
CBB 

NY , 


Roblo Hood 

Johnion A 

YAR 'Tlnrki 

WUdnot 
BBOD r 


Slovo Alloc 

Show 
Joriieni ■ Drr 
AvcoComilan 
lirowo A. 
WllllBUitUll 

Bllr 

IIONY I 

'SNtUUIUI 
I SOU link In* 

VAlljr j 

COLOR 0 ' 000 
partle* 


Dolly Muk 
Stir* 

Clnu i 


NX $34,509 

Burnt & Allon 

Carnation On 
lllllv F 
E, W 

H F~Goodrl<* 
iniiy F 
132,500 


Tilinl Siouti 

The* J Uplan: 
eoup mile* 
YAR tit »It 

Tonl. Pepermulc- 
' "NT* ' (! 


* 1tubi»ei ,r " 
llV.OOl 

Film Fmlr 


IV Pimtin« 

Uwarw Tlr* 
Uuoboi- 
I0TNY «1I 


lly North p 

Charllt F*rroll 

Show 
IflOIIy p 
Ooti Foodi Sink ■ 
YAR ill 
l'AO LIU Orty 
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(See Moo) 
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IH L 
Aut 13 IT 

.1 ■ I OlllD 

Son Pmn I. 

Aug 20- !f 

'lillcu Hulchlnt 
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II 1 

Aui IMT 



tllitfl 
Ktlehum. Met- 
Lcod A Grovo 



D Edwardi Nni 
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TINY L 
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T-T:30 



CojbiI Novo 

FL J. lUVflOldi 
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Warair Broi. 
Pronnti k 

GE: Mum 

DFS y\ wk r 1 
LIcKflt A Mytn B 
LAM 
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1 Poll Mtll 
' TINY L 
. 8SCB li,M0 
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Jl» J(«nd YAR 
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13 n ki in I J 
I SONY ll«b 
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IN WUIIt 
iS-K.S0 l»llll4> 
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J 50.000 



Phil Sllvori Bhow 
R. J. Boynoldl 
Eity 
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Grn llllli 
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iic a 



- Moury. Leo 
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S3S.00P 
N«»> Loo 
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r Butnott 

1 BhroJTir 
RumoII M. S««di 
132.100 



olt PAG 
0F8 
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»1NY_ _ Fl| . 



U/,000 NY fl'10:31)pm V 



R M rntiMV) 



* Joo A Mabol 

" ' ' „ PliinnoooullcaU 
BBD0 Summit Orlilnoli Kit Mot 

YAR I3UNY F 
Ap|)lltnc« 
A K«celT*t 
1KCI. p 



FABAR W7.000 



Man Apolnit 
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J'fcO BAB F1 | m Fnlr 

JSOIIy IUIL (cvilftll 



Notlaaol Bowline. 
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Wlilln On | 

CI GOI I 

VAR 

"JOCJil u 



VI* Oamono 
Uoo hat. Loir 
riinuo.il bt 

1 NB N Y 1531 
BAB 
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Summrr Thooltr 
\\ nilniliojio 
umllaneei. It. 
* raillu loU. Iur> 
bu)«l plana mitt 

MtCE »3g.000 



Prow 



■is Ml I Oh I 

M^«-1UJP Du PhtI Thootro Ployhouoo 
n U JoOhjoo wit buPml UJUl 

NLAB tltwk POHy f Ooxfloor tit *rft 

Sdllck: WAL BBDO S3S.0O0 *» O Joiuuuu 
I03NY I01L T6Uy L 

I47.IOU NLB 

„ „ tha IM.OOt 

R »»ontio«*o QjuIIoo 
Piooosrto Roilou Prodi 

M.30 IOaO Bio Pltluto SBNY L 

It** oboral NY IUI( p BBOD 

I25.0V0 



* and explauatUms (o help !»o» uxe this chart 

"['ililenl *ml jinxliirHon only, do nut ln*luilo tommetcUli or lltno *^* r 
rmw , nrludr |I, B J fi ^ nei ., 11T roll , m l.iliml l» lh» fllml. Film d 'J ^jj,"/ 
""■'xliln.llon. If ro iii„i tre umI, w*U omorlltoil lor itwon wwiW bo toraawh ^tl l«. 
^■'-n on cIiitL W„n a prlco fur or .*rott ■ Uio^bwrd iliow It llttr-1 on Uondu on'T. 
m "' <ti* tlioit lor thn w*rfc. 
E - E*,..m Doyllibt Tlmt. 
Ml! u V V ^ n0NB: "•«. BtlllBor-: Ch. Chldo: Hy. Hally-ood; NT, No" TJJ. 
Itu '- oil. tlitrnttt; pr. protlueu; fAtf. ttdlu ond TV: tlmul. tltniilco.rj ihi..ot«. th,'*»- 
L ■.™« ln: TBA - 10 •»* onnDuiKod. T5NT muni ihnu It *t 
o NIC; BOL mum 50 of Uoto ttollont lolwaol ihow IH*. 
BiMimi in iddlllnn ro Ihcna monllonul lo rh*rt ir» pluliod 



rlrd on To iiollom. orlojl- 
>K. <-.rry II Tlo kino. 

Ihli prooroni. 



Moralnt Show. 



_. M-F in .» «™. why. „^" , 0 , l ."» , S!"ii , '.!.uS'. 

i-" ■ min. romiuirrlil llmo In etch •cimctit. ot tlno ("*l ol fiom JI.0BO.sw im '■ 

«T.!,' mi1 ", <0 fOI tV •! Itloru DltJi 1010 «t rWj*J«a P*/ •«» ^ ^ 

|f Tnr way''' ta ,J h " ,r ' l7 ' P * ,n) - ' 

67.™' 'U»*SS for 10 Itallon. u» t 

L D MJ***- «■*■ ' 

™* (I.cSO for lg .l.lln 



npoot of Uio Or«<- 



Alio iHI. In 5 mln »^» n "' ™? 
■ po itolloni plui 13W f-t for lolint 

I po r I mln, pirtl*li>ollon fonin 
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II SO pin- 1 un 
<SNY tnf L 
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Sponsors listed alphabetically 

A. C. Boork Plup. Drolhtr: N1IC. olt T\> 10J011 

pin 

ArD*M. Mturj. Lo* & llonholl: CDS, all Tu 
H S:30 pm 

Amir. Chltl*, D P S; NBC. parllc 8 S pm ; ABC. 

pirtl* Sit 7:30 S pro 
Amor. Oolry Ann.. Cimpboir Hllhunl ABC. olt W 

T:S0 I.30 pm; Th T T:30 pm 
Amor. Homo FT.. Tod Bitot- C118. SI T li:lS SS 

pm: H-F 4:15-30 pm: Th 10:3S-10:«B *r>: 

AI1C. S*L T:30 0 pr> 
Amor. Motoro. Giy*r A BFDS: ADC. W T:S0. 

Amur, nil" Co.. Joieph Km m«. F 10 30. II pm 
Amor. Solely Run, McE: CHS, Sol 91 pm. w 

Amti. Tob., nilDO CHS Su T:30 S pm: NBC, 
olt So 10-ao.ll pm; SSi'B; CBS. Tu I !">■ 
7 30 niili ABC, lit \V * 30-0 inn ; MIC, " 



Da You Tiuit 
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lj nn ii a I IdoUin 
k'rlulililro Ulf 
Kudnir 137.500 
li> V 
oil Limeti 

Li 11 
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pruiromlni 
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THURSDAY 



FRIDAY 



O Edaonli H*al 

WMlehaU 

NY m.w.f 
0M5T 



prrxriEBln* 



Chpvrolrl 

nicrnilel 
tllN'Y lu-m T, 
CimoNiil E>ar*U 
_ 130.0fl« for 2 
Nrai rinvtn 
B*m. Itanrl 

YAR 

NT tt 
Dear Phnrbo 



J*bn Oalv Hi* 
Xlllot Lobi 

33NT L 
W«d« VI hr »3900 - 



Cnmo-Evald 
NYAIIt I 

Chptrolpl 



Thli ■• Show 
Butlrmi 
TT Bhhop Settlor 
llfi.NT L 
2 nhi In 3 



OUntyUnd 
T:30fl:.10 
Auif Mnlon 
BFSO 
Styer v, h t wkly 

Amor Pilrr 
C*mfjh*l|. Milhun 
% hr *U wfti 
U hr M7.37J 
Oldntyltnd 
1T-30I:S0 
crujt'rll 
TWhT Pnndi 
McDon*. E 



1(10 Ity 



ill 



O Edwardl Niai 

Whllclull 
Bolti m.ii.f 



Cartoon Thttlro 

NY LAP 



Fronkla Lain* 
Time 
TUnM'iueimtto 
North 



Amotlnp 
Dunnlnirr 

Am Tnhtroo 
SSCB 



Sneak Prtvlm 
PAO 
Comglon 
132Hy F 



Scrttn Olrttlort Tfao MMiiontlit 
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Ctilmon Kouik Tod Botti 
„ JWT lly f 

Cbl p I2I.0U0 

140. OM 



Kiiwr show 
Alum. Hr. ,„„ 
„ Y4R SprliigUeld. Jio nv 

KiUt-r Aluiun. i 
1I5.VY L 



f Dot * B*n*t 
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E"y (75.000 
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iriiuUai 
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Bit Ttwo 
Lnir MiC-t 
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O. P. Brothrr 
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Nlpnr rioPU 
I'otiii Utmwlaa 20ln c*nt U iy 
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Idemiao Co 1011 
cuipuoiai Gcntrol Eltclrlo 
Me-E. KAE YAR all nk 

t-oi L "* » 

135,000 II00 .0UU 
10 pin tu tunc! y 9i S , M | Htvf 

U.S. Ulttl Corp 

" 1I1NY allwk L 



BBOD 145.000 



f |.r>ln pirtlt. 
Mt |3M0 lo JsVm 



• D Edwudl Ntai 



5nr * , Lone Rimer Sol. Prtotoe 

C v !H sl L' Genenl Mill. « Iho Yukoo 

Ht»i Caravim DSF w *}l'** T 0,t * 

Tlmo YAR Amer. Dalrr * B * T r 

alt C*mibtll-Mlthun ^ ,„ lj 

Mllti Wodo 61 Bj p t32,0W 

J^F 13 S. 700 



Boo Cummlnoi 
■I J Reynolili : 
Pi«« Conltrtntt *in-.on tin 

Com Pio.|j ,,ha Colatm 

C L Mllltr SII « 
;.7-.V.,h L The Nour Glas. E ' » * 26 - 000 



NY 



•)■ Dp 



» Ftihii Know* 
Btil 
Broil Popii 
. 03Hy r 



Blor Towlla 
BrUIa U/| 
•SNT 

Krfrfl TV 
Thiotro 

Itialt Foodi; JWT |l7.fji 
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L MiCojw Erfckioo 



SlDfir Bowloc 
llocblca Ca 

08- lOOHy F 
130. POO 



YAR 



PAG; 
l'i ell & Crtil 
BAB 125.000 
Silly p 



Arthur Murray 

Party 
Htzet Uliliop 
Sittlor 



I no Ray protraiurnt 

Hutton Show m.r.m.i 
l"un« FCB 
78Uy 20L 



K f mi the 

ISItT* All0«) 

1-9 pm l am 
NT a- f L 
Imln pirtlc 

13S00 la 15750 



iri(ri ogi iiry and time on air 

10 30- 10 15 mi. 3:30-3 45 not! NBC. TM S 



' II 9 3 



• nnonnctmtnl tam|u 



Klierll.rti 
- JunprrliU ., r ice 
Pmim In NT fiom 7 10 am 
h*in ire Irlrcad In 
1 E«ll. Conlral mi 
Cnmmtrrlali In I ho llnl 1 
r 11-11 noon and Tonllht. 
i DlUL For euruii •» atu. 



■ oxiilintly 

EDT 



I 1-Hl 



Ttdor - * oommorolil lltilblllly 
Hi* thlr.1 



"ai r" n i am. 



of NBC TV 



Am Par. Buchanan: ABC, TAW 5 5. 16 pm 
Armour A Co.. Tolfiim Lilrd; rCB NBC. Sil 

10 10:30 pm Alt Sil 8.0 |im 
Artaotrotif. HBDO. NBC, oil T 10-10:30 pm 
Ave*. Cotnplnn: NltC. Su S-9 fa. co-ip'ililp 
Broihnut. KAC: NBC. Sun 3<3 30 pm 
Boll Tolrthana. N. W. A*oi : CBS Sun fin SB no 
Boit Foodo. Ludiln: CnS. TM 10:15-10-30 am: 

HI'S- CBS. Tu S I5 S30 l>ni A 9 Ti l pm 
Haul Blohan. SpMtor: CBS. T 3 3:30 pm: olt 
Th 10- 10:10 ara; alt Th 10-10-30 pm: r 



Bordon Co., YAll: N1IC. Th 0-9:30 pm: JI-W- P 

Brill* Mtt.. JWT ABC. Th 0-0:10 am 

Bristol. Mytri. YAll CBS. Sun 9 HO- 10 po ; 

mAw 1111 30 am: all Th B-.30-I0 |im: «' 

« S SO pm; A1IC. Th 0.30-5 15 pin: DC^S: 

CDS. lit .M IU 13. 10 3U tin 
Brown A Wllllamim. Unci' MIC. Su H-0 pm: 

CBS. all P 10- HI -.10 pm. CHS. Sa S-J10 pio 

ipprot. S*p,U Mir. .]| WAP * 15-3 pm 
Bulov*. ilc-B: CBS. oil Sit P-0.30 pm 
Comibtll Soui, Hnrncii. IIIIDO NBC. ill P 0 Sl^ 

■ 0 pm CBS. Sun T-7'30 pm. ra-IO-Hi 15 im. 

3-15.3 pm. 3:50-3:45 pm. ABC. Tti 5.1I-- 

0-530. S-I5-0 pm 
Cornalloa. Eraln. VL'airj: CBS all M S I 30 pci; 

ABC. T 5.45 0: CBS. alt Tu S30 4 pm 
CBS.Hytron. Btruittt A Northrop: CBS. F 10:30- 

I0:*5 am 

Chiwolit. Cmmpbtll-Ewild: ABC. F » SO-P pm; 

NHC. TM. Tli T-30-45 Pin; Er .lid Tu N-0 pm 
Chry»lir. Avti . UtP: CBS. Th 8 51-9 30 pm: 
Coto Cola. McF: .MIC. M 5-5:13 A 5:S0-.l li pm 
Coliote-Pilmallva. ti'j. l-VN. Biloc CUP •» 

Th H-K 30 |im: M P 1130 II noon: M. W. P 

3-3 30 pm: lit P 9-9:30 flu : P 7 SO- 8 |im: 

Sat 1-315 pm approi 
Contlnonlol Bklnp. MIC. i*a 10-10 30 aei 
Comroritd Rita. Broneit'. CBS. T 11:15-11:30 on 
Corn FTodt. C. L Mlllti : NHC. 



lib 



Htltno Curlli. Ludsln: NBC. parllt. m 8-9 pm: 
CBb. T 3:15-2 30 pm : ABC. olt F 0-9'SO 
pm; CUS. Sun 10:3011 pm 

Derby Fdo.. McCann- Krlckfon. ABC all W 7-30- 
3:30 pm 

DtSoto Motor. BTino NBC Th S-I:I0 pat 
Oodpt. firanf. ABC, SU 9-10 pm 
OuPorrt. BBDO- ABC. TM P:30- 10 pm 
Euywtihii. BBDO- CBS. \V 10:30-1015 am 
Eaolman- Kodak. JWT; AHC W li »:30 pm 
Emenon Diup. LAN ■ ABC. ill Stt 10-10 30 pm 
Falilaff. D P S: CBS. Mil S-3 pm 
Ford. JWT NOC. Th 9.3010 pm : KAE: 

M B-9 311 pm 
Gtntral Elotlrlt Mnwi. YAB, DIIDO- CBS. Sun 
9-9:S0 pra: alt W 10-11 pm; ABC, TM 7:30- 
8.30 |im Tu 9-0-.30 pm NBC. ill M 9 P 30 pm 
Oinorol Foodi, YAB, BAB: CBS r all M 8-9:39 
pm: CBS, M 0-30-10 pm: NBC Sun 0.30- T 
pm: NHC. Su 7-7:30 pm; CMS. P 8-8:30 pm; 
CBS. P 8-30-9 pm: CHS. ill Sol 10.30-11 tin 
Central Mllli. Knoi Rrtvct. Dt"S. BBDO Wm. 
EHJ-; AI1C, Th 7:30S pm : CBS. Sol 1-1.30 
pm; CHS. W. P l?-U IS inn; P 10 Ti- 
ll om; W. P 3--lS-i pm : T-L: CBS, olt 
Sit 11:30 lin; AI1C, M W-F 5:15-5-30 5:15- 

Ccmral Malora, Frlildolii. Kudntr'. CBS. W 
101J10:3» im: T 10:30-11 pn: Bulrk Dir., 
Kudntr: CHS. Sol 8-8:30 pm 

Corbor Proda, D Arcy: NBC, ill M 10:15-30 oro: 
CBS. W 3:30-3:45 pm 

Clllttlt Mucn. NBC. "' 



Cold Stol. Campboll-M: NBC. lit Snt 9-9 pm 

Ooodyiar. YAR: NBC. olt Sun 910 pm 

Oulf Oil. YAR: NBC P 3:30-1 pm 
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!i/35 only 
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S. C. Johnion, NL.VII NHC, ill M 0'30 10 30 

pm: CHS. ill Tu 9 30-IP pm 
Kolior Alum., YAB ■ NIIC, ill Tu 9 S0-10-.10 pm 
Kollopi. Bumtlt: CBS. TM A Th 3-30-45 pm : Tu, 

Th 11-11:15 im: Sun 11:30-1 pro; olt Sun T- 

T:30 pm: all W 8:30-0 pm 
Klionox. FCAB. alt SU 8-9 pro 
Kmmifl Mia., Vlnrul « BC ah W 0 p-1fl gn. 
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T 10J0-11 pm: M 7:30-7-45 pm 
Llooett A Miyeri. DPS. SIC E: M!C. Th S-30- 

P pm: CBS. Sit 10-10.30 pm: ABC. TM i 30- 

8:30 pm. CHS lit TM 10 30 11 pm 
Thomai J. LIiIm. TAB' CBS. alt M 3:30-9 pm 
P. Lorlllnrd. LAN. YAH: CHS. all Sat 9-3:30 

pm: all Sun 10.10 30 pm; NBC. P 8 8:30 pm 

Maahollan Soai. Sdicldrlnr A Beck' CBS. TH 
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j way 
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Uomoo Co: Wlot Eity 
all product! Willi A Golln NT 1. 
YAR oil ,u 
\°Y P Haleoa Curlli Cnlgilo- 
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bit A co op H'fMTi & Wmi- 
R.irn^H lllMlf V V 
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Mo 

Am rjmoo 
k Product* 
lo^BUti 
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Oulf OH 
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.NY 
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Show 
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ill' 
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P Lorlllaid- 
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Mittol. Cnraon RrttiU; ABC. lit W 6:30 6:45 pm 
Maytao. McCirm- Krlckion: CBS. olt T 8:30-0 pm 
Mennea Co.. Me R. K A If ' AHC. W 10 |im ; CBS. 

Sa 1U-3II- 1 1 pm 
Mtrtury Dlv.. Ford. KAE: CBS Sun 8 0 pm 
Mllei Lobl. WnJe: AHC. W 715-30 pm: Tb 
5-5.13 pm. NBC. Th 10 IS- 10 30 im; Th 
?-.i5-3 pm all W T :45- H ino. I' Tir-8 pm 
Mlaa. Minim. HBDO: ABC. T 5-6.15 pm 
M Inula Meld. Bain: NHC. ill W 3-1S-S pin 
Mooin Dtvld Wlnt. WAG: ABC, F P-0:30 pm 
Monunto Chtm.. NLAB- AHC, all TM T:30 t^0 



fi- Ti .30 inu 
Nat'l Blttull. McE: ABC. F T:30-9 pm 
Nil'l Dairy Prodi.. Ayer CBS Su 11 1 pm 
Nollli. Biyin llouilon- CBS Sil 8'30-fl pm 
Norwleh Pharm.. BAB: CHS Tu 10 30- 1 1 iro 
Nomomi. SSCAB ilt Sit NBC. 8-9 pm 
01 In Mtlhliion. flnnr: AHC. ill Sit 10. 10 JO pm 
Pabil. Hurncir AHC. P 10-10 30 via 
Pon^Am Alrvirt. JWT ■ NBC. ill fno n l:IO pm 
Paoor Mela. VCXTl NHC. Sal 9-9 30 pm 
Parttr Pen. Tilhim- Laird: ABC. TM 8 30.9 pm 
Paanon Phnrmotal. Dunahuo A Co*: ABC. alt W 

S 30.Q 00 pm 
Pot Milk. Gardner: NBC. ill Sal 10-10.30 pm: 
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0.30-7 inu 
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horn Lilr'l CHS. W 2 15-3 pm 

Slnpn Sawlif. YAIt CBS. alt Th V 30-10 pm 
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Slelev Mfp.. fl A It CBS lit M 1015. 30 no 
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SPONSOR 

GOES 

WEEKLY 

27 OCTOBER 
WITH A 
FOUR-POINT 
EDITORIAL 
PROMISE 

1, essential reading 

2, useful reading 

3, fast reading 

4, easy reading 

A complete weekly wrap-up 

in depth for very busy executives. 

•Data for firit woeWy isiue changed from 2 November. 



Te service with the most subscribers" 
LARGEST SAMPLING OUTSIDE U. S. CENSUS 



FREE-Write for July 
courtesy co py of the 
current $ 300 report 

SO YOU CAN SEE FOR YOURSELF THE 
TREMENDOUS VALUE OF U.S. PULSE TV 

1,800,000 DIFFERENT FAMILIES 
INTERVIEWED, 1956 

Of unparalleled statistical ftccunicy, Pulse iii-Iiomt! personal inter- 
viewing provides the TV-Radio industry's largest anil most scien- 
tific sampling, exceeded in size only by U.S. Census. 

Pulse operate? in 1 50 markets const to coast. I.ocnl staffs carefully 
supervised give you tin; true picture of your programming effec- 
tiveness in the individual market, Mao multi-market TV film 
performance. 

Every 10th interview i? checked directly by Pulse headquarters, 
Three attempts arc made against "Nnt-At-llGincs," characteristic 
of the costliest tailorrmidc surveys. 

Honored by the American Marketing Association for developing 
the correct way to measure ont-of-hoine listening, loo, since 1941 
Pulse has 1 hi ilt a methodology so reliable that more than 170 
blue-chip firms employ 1'nKc personnel for special projects. Sole 
source for accurate audience composition ! 

Modest monthly cost enables hundreds of subscribers to use Pulse 
on. a continuous hasix, without any contract commitment! 

Examine at your tenure the current national report. Sent 
to you FREE. No follow-up harassment' A request on your letter- 
head will bring you your courtesy copy of U S Pulse TV. Obey 
that impulse . . . write Pulse right now! 



This month throughout the U.S., 150,000 homes are 
being interviewed for next month's "U.S. Pulse TV" 




URBAN COVERAGE 



PULSE, Inc., 15 West 46th St., New York 36 
Telephone: Judson 6-3316 



Daytime covers AUGUST 1956 
SUNDAY 



Ev> *n Him V-k 



Wild Bill Nul 
Kellocn 

llBHj 



MONDAY 

Convention! 



Rrtnol-Mycn 
BBSS 

Wlil.r Mff RAR ABC 

SUNT nil tn I 12:30-3 pro 

, 14 hr W.MQ Chi 

Auf IS- 17 



Arthur Gedtrey 



SlincJ BrinOi 



L riii )» 

r iSWS CBS 



Hrlitnl Ms-en 
Y&R mfttr 
11-11:30 



Btrlki It Rliti 



icTitdulpd 
hi I 
Au( 12-17 



Coin i 



tinpic 



Kelt 



■ od & 



HBO ''^iriilible 
i m icheduled 1-mlo P'rtje 

Chi h Umo A Ul J70C 

'Eity $15,000 Au * 13-17 
y«llnnt lidy s , n p^,,, L 



(INT 



I NT 



110.0 



Duidlm Light 
PAO: Hon. dutl 
«3NT tnf T* 
Compton $9,500 
N«w» 
1-1:10 



Buit 



lohnnv Cm ion 



A*'*-*n 
Film Futln 
S-5pro pitl 



Whr Siono 
lie Piv*n 



HINT m-wt 1 

Eity '/■ hr i inrm 



B»». f>n.ny 
Cnmpbell 
Bur nett 

PAn 
Cempton M&Tli 



Tennsisee Ernlt 
Fwd Show 

PftO B&B 

R-.e|ft M(E 



NBC-I Mitlnti 

Theatre D( , rt |, 
nirtlt »ponior« v,-y 



TV COMPARAGRAPH OF NETWORK PROGRAMS 



TUESDAY 



Arthur Gedfny 
Norwich 

B&B 



Godtrey jooot'd" 
KeUett BurMtt 
l&tti 



Aalh* Wtrld 

PAO: prell, 
Itoty idw 



BIHy 

tt U ' th 



ny 



Yauth Wut! 



$3,700 Vt h 



Brlahter Day 
PftO 
116NT m-f L 

v&n $aooQ 

Thi Beirel Btwm 

Am Homi Prodi : 
118NY tot 1. 
Tid Batei H.S00 



Heir Ftodl 
DFS 

13.700 V* h 



The Burtt Bttrat 



Quitn Ftr A 



like* 1 

cut 



$3,000 

aluiuilOiuitu Cots Cr.li MrB 
Uotell & Jicubi 5-6:16 A 



J5.040 » ».30O 



Lalrrt 6:30-6:45 

Carnation 
Eraln Wuay 

0:45-0 



Din* DM* »*hl 



Blvar L&F 
tola partie: 

Hint A Ul $7000 



WEDNESDAY 



NY 



Arthur Oodrri) 

BBDO 

SSCB 101 ™ 11 " 



Brliiol Meyen 
11-11:30 

Y&fl 



A mar Home Pr 

Jid_BtH» 

■■arch ttr Tem'« 

PftO: lorf 



New* 
1-1:10 
K Y luit LAJ- 



Ford She* 

PAO B&B 

■Stand Brnndi 



NBC'i Mttlmi 
partie irjoniori 



Quein Ftr A 



Modern RomarttM 

set iuit i* 
4:45-5 



Eity W hr $3000 



Ed ai of 
Nlnht 
PAG', ttdi. Drill 



6:15-5:50 

5:45-5 
Kb oi HcatFi, 
Eiu 

HlVUl 

■ H wlUl 
CiriixiKBorjKlJ 

SOS 

MiC-E 6:50-6:46 
Chi r 



Tenn e 



* Ernl* 



II 



proirttrjlnc 



Ftrd Show 

1**0 B&B 

Mlnuto Mild 
Botn *1| 
Broivn Si Wrom 
Seodi 



« ht $2700 



Convcntloni 
(Sea 51oa) 



' $3,140 



Arthur C«dtt»y 
SthdrJolor & 
Bock 
M*nh*iMn Soeo 

AtD rfoti 0 ' ne 

Ted B«Im 



»lroul V* hr WWi 

ttrlki tl Rlib 
Col* it* ^ 



■etrih If I" 1 

PftO'- loyt 
m .f <ie* mod) 
Burnt tt 



Ai The W«1d 

Turn» 
PftO; proU. 
l»on inow 



Oueen Ftr A 



Plllibury MIMi 

ro in C46-6 
Burnett mth 
, !4 hi $4,000 



1-AQ Compton 
70Hi M&Th 
$5,700 y* ht 



Brllhter On 

PAO 
m-f (IN (DoOl 



Edai tt 
Night 
PftO Hill. Ptell 



Ml(b*v MotiM 
Club 
Mlki Libl 
Wadi 6-3:15 



Ftrd Show 
m-r 2.S0-3ptD 
1-AO B&B 



NBCi MitlriM 

ThMtr» 
pirtti ippnior* 



AUGUST 1956 



SATURDAY 



Of All Thlnfi 



Lete rBro* JWT 

CBS- Hr iron 
B&N «H*ki 
lUlt 

(Ion Mllli B BOO 
16 H6NY L 
V, hr $5,140 



0«rrr M»«*i 

icont'd) 
Turdlftj of Lodn 

Ayir 

Contetrod Rl» 
Bennett wfei 
SOS MO-E 



PAO. loyt 
Burnett 



At the Wtrld 

Turnt 
PAO: prtU. 



Art Llnkletlir 



Eity_W lit $3000 
Boh Cma> 
, ROM- MtCnnn-t 
tit ITuzol^ Rlnhini 

Oeneril Mllli 



Am Homi Prodi. 



Mlckty Moan 

club ; 

J Lttturt. Ine 

Cwntdy.Tlme j, (>*,„ 

1 ' L ill wki with 
,u » 1 >fonoa Silt 

NL&B 

Ooo'l Mllli 

S:16 l:50. 5:45-6 

Kna Rwn 
Ml * l^.. 

pro.r^ln, ^ V 6 %<&? 



CM ( 

$i,M0 U $0,300 



Dln« Onn( S4h**l 
Col cm: Bnt»« 

Mermen: M *'^ 
Vi ht $ 1600 


No network 
pro(Tunlnc 


Capf. K in ( *rt 
NY luaf L 




Bandit>nd 
■ Imiil 
NY m-r « 




Mlohty Motiu 
Pl&yhoutt 

y&r"™ 

«1f nki 




Remole cut-tni 


KlddU Sptclal 
lntl Shoe Co 
lisxl Ooo 
11-12:30 
Darty B/25 only 


Wlnkly Olnk 
nnd Y« ^ 


us tt 


■ 1 Tl-U 
OlVar I-tF" 






mm A ml 

i iti pmUi 
Uron A ttl $7000 




Tilt* *v 
TtiM Ruml 
Uantrnl Uillj 
TnthM> 
L«lrd Jin.C 
nit 

Curtlit Candy 
0. L. Mllltr 
Ht r 


Cm Bi 


Tit Tnt 

NT 0Ufl ' I 
tuit 


Kiddle ^ 


le«t dtlrr prodl 


Koh 11, 




Nrj netuork 


■PPhlU 1, 




If Could Bt You 
lly L 

■ ' ltrw»n A 

■ Wllllftmioa 
6«ed« 

I 


proEtiuiIni 




Im / 

^_«r. Hal 




No D«twnrk 


n*n"ri| R wflli- 
-heitt«. kli 
By r 
tit 
Neitle 
B HnutUn 
DFS $18,010 




priori in Int 
m f 




No nefwrirk 
prniniratnf 




N* notnork 
pmiremlni 












luebnll Ptatltw 

Brnwn & 
Wllllinurm 

Vleerny 
10 Tilni 




Tenr^iM^Ernli 

PAO B&B 
ltrni*n U Wmin 
Se«di 

nir 

^ Sland OrMdi 


So aitwork 








)*tet)ill Rime •> 

Ihi. Week 




NBC'i MntlHM 

TliMtr* 
ptrtl* inonton 
Hy L 


prorr«mtnc 


P*itil«ff Brewlrif 
OFS 

AmeVt'irTRufpry 
MtE"^ COTT> 






Oera 




Colov 




Fir L 




Queon Ftr A 
Ony 

Hy ^ 










No nolwork 
DrofTimlna 


laiibnlf Game of 

lh> Woek 
r » III iff Brewtnf 
1FS 

it(E* Enf CnrP 




Modern Remnnefi 
NY •ml 1. 
1 45-5 
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WHEN YOU BUY ATLANTA... BUY 



AND STRETCH POTENTIALS TO THE FULLEST 



When you put to work the tallest tower, maximum power, plus 
top CBS-TV and local programing, you immediately enlarge 
your potentials in the fast-growing Atlanta market. You im- 
mediately add 300,000 people with over $300 million in spend- 
able income, because WAGA-TV alone gives full coverage of 
a full 60 counties. Get the facts from your Storer or Katz rep 
about WAGAland and see why WAGA-TV is your best buy 
in Atlanta. 



TOP DOG k IN THE NATION'S 21st MARKET 




Represented Nationally by 
THE KATZ AGENCY, Inc. 





— CBS-TV in Atlanta 



STORER BROADCASTING COMPANY SALES OFFICES 



NEW YORK-118 E. 57th St.-TOM HARKER, Vice President and National Sales Director • BOB WOOD, National Sales Manager 

CHICAGO— 230 N. Michigan Ave. • SAN FRANCISCO— 1 1 1 Sutter St. 
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speedicr aft boat co. makes 14 and 16' outboard 
pleasure boats which arc sold throughout the United 
States and Cuba. Wood comes from Holland, is 
shaped by 50 craftsmen into peerless pleasure craft. 





dolphin craft are leinforccd fibcrglas plastic boats, 
moulded in one piece, trimmed with mahogany, oak or 
cypress, made in Jacksonville at the rate of 50 a week. 





gator boat trailers arc made by Peterson Bros., who 
employ 77 full-time employees, account for more than 
SI, 000,000 in annual local purchases, have 1,300 
dealers in I he U. S. and 1 1 foreign countries. 

u. s navy destrosci in Gibbs Corporation drydoek. 
Na\\\ \ .ist Jacksonville complex includes S350 mil- 
lion worth of Vi\y and Nawil Air installations, 
employs 21,000 uniformed and ci\ilian workers. 




Workboats, Dreamboats, j 
and Everything In-Betweer 

Jacksonville, important world port served by 51 steamship line- 
is a bustling ship-building and repair center. Facilities includ 
the vast Gibbs yards, the drydocks of Merrill Stevens, the yactj 
building plant of Huckins, the Diesel workboat shops, and exten, 
sivc yards where builders of smaller pleasure craft practice the; 
demanding trade. 



1 



With an annual payroll in excess of ten million dollars, the ship 
building industry is just one of Jacksonville's many facets. 

Largest naval stores and lumber market on the Atlantic Coasi 
financial and insurance center of the Southeast, site of six grea 

Naval installations, Jacksonville is the home of 600 thrivinj 

• j • I 
industries. 

Approximately 375.000 people live in Jacksonville: 700,000 more 
arc in the surrounding market area. Most of them watch 
WMBR-TV. 




SI??'?*?*' 



w of downtown Jacksonville across the St. Johns River. 
'Aver right quarter, Gibbs Corporation facilities, including six 
V docks, eight piers, six landing ways. Gibbs employs 2,000, 
rforms marine repairs and conversion jobs, makes virtually all 
ids of work and pleasure craft on 24-hour-a-day basis. 




WMBR-TV Coverage 
0.1 MV M (Estimate) 



j»tal area covered by WMBR-TV's 
[<imum powered signal includes 
lillion people — a billion dollar 
rket reached exclusively by 
rthern Florida's and Southern 
Drgia's most powerful station. 



VIBR-TV • Jacksonville, Fla. 

innel 4 

erated by The Washington Post Broadcast Division 
presented by CBS Television Spot Sales 




merrill stevens drydock & repair co. employs 1,200, handles repairs on seagoing 
ships up to 16,000 tons. Local purchases exceed SI million. Availability of deep 
water and sheltered harbor easily reached by land make Jacksonville a major port 
and repair center; tonnage handled exceeds that of closest rival by 40 




pleasure craft built by Huckins Yacht Corp., builder of custom yachts in the 
530,000 to S250.000 category. Huckins employs 130, makes all yacht components 
except motors and electronic equipment. 



diesel shipbuilding co. builds tugs and dredges, shrimp trawlers and barges. Facili- 
ties are on Inland Waterway, which offers 12' channel along entire Atlantic coast. 
Diesel also makes wood and steel repairs, and hydraulic pipeline dredges. 





20 foot wide Cellontatic screen dramatizes presentations 

with ihc TvB scrip I for presentation. 

The 10 1>\ 20 foot Celloinatic screen 
I see cull is, according to its manu- 
facturer, the only method of animated 
pi esentation other than film. 

Briefly it works like this. An oper- 
ator. pro\ided by the Cellomalic Corp.. 
operates the projector from behind the 
screen. He follows a script of the 
presentation using a series of optically 
controlled nio\ements to provide ani- 
mation. A variety of effects including 
wipes, dissohes. round and square 
irises, and animated effects such a* 
moving dotted lines and arrows, ex- 
panding graphs and animated figures 
can be obtained with the process. 

A new TvB presentation, also being 
prepared in Celloinatic process, will 
debut at Chicago in October. * * * 




Celloi ... i i.nri in 

Presentations are 
Inch dramatized b\ 



action at TvB luncheon 

being more effec- 
the use of a new 



wide-screen Celloinatic Corp. process 
called Cellorama. TvB has just com- 
pleted a four city lour of a presenta- 
tion utilizing Cellorama synchronised 



Eddie itoncette good show snyyests local proaraminy irft*« 

telecasts in color the idea can readily 
be handled in black and white. 

Once a week Eddie Doucelte, INBC s 
culinary star, welcomes a successful 
Chicago chef to the \Y\BQ studios 
where he prepares one of his special- 
lies, keyed to family size proportions. 
The same recipe, together with a pic- 
ture of the guest chef and Chef 
Doucelte. appears the following day in 
the Chicago Sun-Times, 

The series was developed through 
the Chicago Restaurant Association 
whose public relations counsel sought 
lo familiarize Chicagoans with their 
hoinelow u restaurant.*. 

1 he idea could be easily translated 
into local terms. It misfit e\en be 

chef from 




Chef Max Ludelte, Doucette & Maine friend 



Local stations should be able to 
attract restaurant advertising in their 
area by adapting a program idea that 
is t ii ri i-ii 1 1\ originating mci \\ \BO, 
Chii ami. Thou'di the Chicago station 



more entertaining when tin 
the local 

cameras where many of hi? 
a i ices would rccoanize him. 



diner gets in front of the Iv 

aeqnaint- 
* * * 



11 I'M 1. itallas. introthtcrs an nnmmncer wired for truth 

\s a means of dramatizing claims 
made by the Erigikar Cm poralion for 



Niiiiclhing new has been added lo 
i oiiiiikm rials that ma\ well deter both 
"haul sell' ;nid ''soil sell."' I hongli 
its originators ha\ni 1 named il. il 
roiild be called "line sell."' 



ils l iigiking auto air conditioner, a lie 
detector macliinc was hooked up to 
\\ I' A \- l \ announcer Ceoige Milner. 



Ys Milner described the merits of the 
Frigiking auto air conditioner, the. 
tv cameras were focused on the detec- 
tor's polygraph needles giving about 
158.000 viewers a chance to see the lie 
detector's readings simultaneously with 
Milner's comments. * * * 




IDo.COO viewers see Milner (r) & lie detector 



WEEI's Jerry Howard to 
sell Paehards in ISoston 




Jerry Howard (I), & Down Easter Slim Piclcins 

The two personalities above belong 
to WEEI's Jerry Howard. Howard has 
just recently been signed by the Boston 
Eaclon Branch of the Studehaker 
Packard Corporation for a one-hour 
show lo be aired six days a week. The 
show, contracted to run for 26 weeks, 
will be known as The Packard Hour 
starring Jerry Honard. "Down-easier, 



SI 



mi 



ick 



alter ego. 



ill's"" is the name of Howard's 

★ ★ ★ 



ESrieSly . . . 

V baby elephant has become a 
safety symbol for children in Seattle 
schools. The animal was purchased 
and transported to Seattle's \\ oodland 
Bark Zoo with $1,000 raised by KING 
Radio and Tv during a 13-hour mara- 
thon broadcast 28 April. The animal 
was dubbed "Elmer the Safety Ele- 
phant" and has become a \ isnal sym- 
bol for Seattle \ ouiigsters w ho have 
formed school safety clubs. In the 
clubs, children are urged lo learn six 
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basic safety rules and to "'never forget 
them" just as Elmer the Safety Ele- 
phant never forgets them. 

* * * 

Business was tripled at Uiekev's 
Drive-in in Sionx Falls, South Dakota, 
when KSOO originated a Shopper 
Stopper record program direct from 
the drive-in. KSOO disk joekey, Ken 
Smith, munched "Rickey-burgers" as 
they came oil the grill and invited lis- 
teners to join him. Smith pla\ed ree- 
ord requests with each burger order. 
Owner Rickey llaggar reported that 
receipts tripled over previous nights. 
\ portable radio ?tudio, manufactured 
by the Shopper Stopper Co., was used 
for the broadcast. Called the Mini- 
Studio, it has a 70 pound mixer- 
aniplifier-eonsole with a 45 rpm record 
plaj er. 

* * * 

XARTB Highlights reports that 
Congressman Craig Hosmer's cam- 
paign against "loud and obnoxious 
radio-tv eonimereials" was bolstered by 
a TV Guide editorial urging readers to 
write Hosmer and express their opin- 
ions of his efforts. Response from 48 
states and six Canadian Provinces, now 
being organized, suggests, says Hosmer, 
that the consensus will not be com- 
forting to "network or Madison Ave- 
nue hucksters who try to brainwash 
every living Ameriean and Canadian 
in sueh things as 'wondering where 
the yellow went' or 'why grandma 
can't get a queen size pop bottle.' " 

* # * 

With do-it-yourself packages as 
popular as ever, Cummings Produc- 
tions, New York City, has released 
what it ealls the "first do-it-yourself 
jingle kit." Coneeived by Sales Direc- 
tor Don Fellows, it eonsists of a cello- 
phane envelope filled with eut-out notes 
and a printed blank musical staff. The 
kit was designed to kick off a new 
Cummings sales program and presen- 
tation released this month. 



Portable transistor radios by Zenith 
are dramatizing the reach of radio for 
salesmen from Washington, D. C.'s 
WMAL. With pocket-sized radios, on- 
the-spot demonstrations of station pro- 
graming is possible wherever a WMAL 
salesman happens to be when talking 
with a elient. Robert W. Jonscher, 
radio manager for WMAL. comments, 
"here, indeed, is proof that every- 
where you go there's radio."' * * * 
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POLITICAL POINTERS 

{Continued from /Hige 41 I 

''I've written a whole primer on time- 
buying.'" sa\ s Reggie Sehuebel. media 
v.p. of Norman, Craig \ Kummel. 
agene\ foi (lie Demoeratio "National 
Committee. "Don't forget that most 
political candidates, particularly on lo- 
cal ami !-tate level, decide what time 
periods they're to he on." 

In the timebtniug areas, these are 
the hasic rules that experts put down 
for politicos Inning their own time: 

1. Remember to get the same rate 
as any commercial sponsor buying 
equivalent time. If a certain frecpiene\ 
of announcements would entitle a com- 
mercial athertiser to a discount, the 
political sponsor is entitled to the same 
discount. The \A1\TB Catechism for 
Political Campaigns ensures political 
candidates every rate break that any 
advertiser or timehuyer gets. 



2. Make sure you get the local rate, 
if you re entitled to it. If a local rate 
is in effect, it is well to check station 
management and learn requirements. 
Kven Congressional campaigns can 
sometimes fall within local rates. 

3. Know your party's timebuying 
strategy in your area before, commit- 
ting \ ourself to a purchase. You may 
he able to strengthen your campaign 
b\ bming a 5-. 10- or 15-ininute slot 
following \our Presidential candidates' 
telecast. In any case, he sure not to 
weaken \our audience b\ bu\ing oppo- 
site national candidates' programs. 

4. Don't try to preempt the most 
popular show in your market for a lo- 
cal office campaign. Von may hurt 
your chances of getting elected by 
building resentment through such a 
preemption. ^ our campaign may be 
the most important thing in your life, 
but usually only national Presidential 
candidates are of sufficient interest to 



voters to warrant preempting shows of 
/ Love Lucy caliber. 

5. Spread your budget by buying 
several 5- or l()-minute segments rather 
than one hour. The more frequency 
and audience turnover you can buy, 
the more voters you have a chance to 
influence. Besides. \ou'll find it easier 
to hold an audience for 15 minutes 
rather than an hour. Top-rated come- 
dians suffer from switchover — why 
w ouldn t vou ? 

6. Remember to use radio an- 
nouncements as a means of spreading 
your budget. Tv can be very effective 
for a candidate, that's true. But you'll 
get more out of your few tv speeches, 
if \ ou remind people to listen to them 
and remind them of the issues at stake 
via a radio announcement schedule. 

7. Cet professional help in buying 
time, if it's available. You may know 

I Please turn to page 90) 
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GREENFIELD, MASS. 58 5 July 8.2 500 Springfield Television Best, Cera 

PEORIA, ILL. WIRL 8 27 June 316 990 WEEK-TV 204,230 wirl Television Co. 

WTVH 

RALEIGH, N. C. WRAL 5 27 June 100 1170 WNAD-TV 285,500 Capitol Bcstg. Co. 

SPRINGFIELD, ILL. WMAY-TV 2 27 June 100 715 WICS 103,580 wmay-tv. ine. 
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DUMONT INCREASES ELECTRONICAM FACILITIES 

Now Better Equipped to Save You Time and Money/ 

Adds 5 new pick-up units to assist agencies, producers and advertisers 
in getting commercials and shows on top-quality film at minimum cost. 



Here's How These Top Agencies, 
Advertisers and Stars Get Finer Film 
in Less Time ... at Lower Cost! 



r 



K & E — filmed three 1-minute and one 2- 
minute commercials for Beeeh-Nut — including 
set-up, lighting, rehearsal, and shooting — in a 
single day! Had prints on the air on 20 stations 
aeross the country 7 days later! 

McCann-Erickson— shot two 1-minute com- 
mercials for Nu Soft in just 1 afternoon! 

Westinghouse— set, rehearsed and shot a 
full 15-minute show in one morning— had final 
prints IfS hours later! 

Les Paul and Mary Ford — delivered 35 
5-minute shows for the Instrueto Corpora- 
tion in just seven shooting days! 

George Jessel— shot three H-hour films 
on a new show before two separate live audi- 
enees in just 1 day! 

YOU can get the same kind of results'. 
AT YOUR SERVICE 

eomplete production facilities • eameras • 
teehnieal personnel • fully-equipped stages • 
live audienee theaters. At Your Option — 
direction • lighting • set-up • seenie design 
seoring • costuming • laboratory serviee and 
film editing. 




WRITE OR CALL TODAY 
FOR DEMONSTRATION 



Allen It. DnMont Laboratories, Inc. 
Eleotronieaiii Division 



Executive Offices and Studio 
152 West ;54th Street, New York, New York 
Telephone: Jl'dson 2-2j90 



West Coast Offices 
11800 West Olympic Jioulevard, Los Angeles, Calif. 
Telephone: Gltanite 7-4271 
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POLITICAL POINTERS 

\Conlinued from page <>6) 

all about politics, but you can t learn 
timebuying overnight. 

Both the Republican and Democratic 
National Committees have stressed the 
importance of shrewd timebuying in 
selling their candidates to the tv view- 
ers. Hut. as Harry Beaudouin, Repub- 
lican assistant p.r. director and head 
of t\ and radio, puts it : 

"Once you're on tv. if you don't ar- 
rest the viewer's attention in the first 
two minutes, you've had it. The tv 
viewer isn t trapped as he would be in 
a meeting hall. If vou're dull, be can 
cut you out of his home with a flick 
of the dial." 

The experts tips on effective tv pres- 
entation range from a technical brief- 
ing on the medium, as the ABC T\ 
Coaching Schools provide, to explana- 
tion!? of viewer psychology and what 
constitute:- the dramatic on tv : 

1. "lie yourself," says \BC TV's 
John Dah. The tv camera points up 
phoniuess as no spotlight or podium 
could. As an example of ineffective 
use of the medium, Dah cites Tom 
Dewey's first t\ venture in the 1948 
Presidential campaign. 



"He talked as if lie were addressing 
a big croud at a luncheon meeting, 
instead of a small group in his own 
home." be says. "The result was that 
his personality didn't come tlirough. 

"Then he was persuaded to take off 
his coat and use the same approach 
he'd used successfully as a d.a. He bad 
several people seated around a table, 
and they asked him questions. The re- 
sults were far more effective, because 
Tom Dewev was acting naturally. 

2. Skij) flowery oratory. You 
wouldn't use "phraseology" in per- 
suading your neighbor; don't try it on 
tv. Tv is an intimate medium. You're 
speaking to groups of three or four 
viewers in their own living rooms. If 
you make believe you're addressing 
yourself to members of your own fam- 
ily, you're more likely to have a more 
persuasive, conversational speech than 
if you're still keyed to addressing 
thousands in an auditorium. 

3. Don't be a comedian. If your 
viewers want jokes, they'll turn on 
Bcrle. There's a difference between in- 
teresting your viewers and trying to 
entertain them. It takes years of pro- 
fessional experience to do the latter. 

Says Norman. Craig & Kuminel's 



executive v. p., "Norman B. Norman: 
"It's the peculiarity of tv that viewers 
will tend to remember a 30-second joke 
out of a 30-minute speech and forget 
the rest. The greatest harm a candi- 
date can do to himself is to undermine 
people's confidence in him by seeming 
flighty or flippant in a field where peo- 
ple want a serious, responsible man." 

4. Develop a provocative title for 
v our tv speech ahead of time. Advance 
publicity built around this title, your 
name and the big issue at stake can 
help build your audience to a peak. 
And tv's too expensive a medium to 
plunge into without making sure y ou're 
getting the largest available total audi- 
ence. 

Furthermore, adds the Republican 
National Committee, y ou attract or re- 
pel viewers on tv within seconds after 
your introduction. The simpler this 
introduction and the more intriguing 
the stated subject of y our speech, the 
more likelv viewers will be disposed 
to listen sympathetically. 

5. Use visual aids. There's nothing 
so dull as a man sitting behind a desk, 
droning on and on without interrup- 
tion. Choose one or two points before 
going on tv and plan to illustrate these 
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with pictures or a graph. Hut make 
sure these visual aids are "tv proof," 
in other words, that they can he seen 
or read clearly hy your viewers. It 
pays to have these visual aids pre- 
pared hy professionals, because they'll 
just frustrate the viewer, if they're not 
clear. 

There's some controversy about ef- 
fective use of visual aids. While most 
experts agree that a candidate should 
exploit the visual aspect of tv by pro- 
viding some variet) and action with 
visual aids, there's no agreement on 
the amount of visual material that's 
most effective. 

"Too many eharts make the candi- 
date seem academic and clutter up the 
speech,'' says Lloyd Whitebrook, for- 
mer head of Joseph Katz agency, which 
handled the Stevenson campaign in 
1952. 

6. Use prompting devices. Very 
few amateurs know how to deliver a 
memorized speech on tv without seem- 
ing stilted. It's far better to know 
the gist of the speech, but rely on a 
prompting device for actual wording 
than to concentrate all effort on re- 
membering particular phrases. 

The most modern prompting deviees 
today make it possible for a man on 



camera to read and still look directly 
at the viewer. When instructing sta- 
tion personnel on use of their prompt- 
ing devices, TelePrompTer salesmen 
always explain one point that's useful 
to political candidates as well: "Don't 
worry about not being able to follow 
the prompting devices. The operator 
follows your speed you don't follow 
his."' 

Of course, man) stations have 
prompting deviees that the speaker can 
regulate himself. The important thing 
for the candidate to remember is that 
he should know well in advance of air 
time how prompting will be handled. 

7. Get setting suited to your per- 
sonality. If you're not the "edge-of- 
desk -sitter" type, don't reach for casual 
poses. At the same time, avoid stay- 
ing behind a desk. Harry Beaudouin 
suggests "an easy chair in a lihrar) 
setting. But don't lounge in it.'' 

It's important to remember that the 
setting can either emphasize the can- 
didate's personality or undermine it. 
It can make him seem removed and 
aloof from the viewer in one extreme 
case, or folksy in a phony way at the 
other extreme. Ideally, the setting 
should be simple and informal, but 
suitable to the office the man s seeking. 



8. Movement adds drama. It can 
also trap the tv novice. 

"Move slowly and deliberately," 
says the Republican National Com- 
mittee's tv bible for candidates. "If 
you get up too quickly, you might just 
hit your head on the overhead micro- 
phone boom. The viewer might find 
this amusing, but it isn't going to add 
to the effectiveness of your message." 

A technical reason for moving slow- 
ly is the matter of keeping the camera 
on the candidate. Movements must 
therefore be planned in advance and 
discussed with the station technical 
director for lighting and the camera- 
men. 

Says Harry Beaudouin, "If your 
head suddenly jumps through the top 
of the viewer's screen, the effect is dis- 
ruptive, to say the least." 

9. Insist on a "dry run." Stations 
rehearse their own programs. They'll 
cooperate with you and help you fa- 
miliarize yourself with the technical 
problems in televising your speech. 
For example, cameras have a small red 
light that goes on when the camera is 
"on you." If you're looking into a 
camera when the light goes off, don't 
jerk your bead over to the one where 
the light s on. Just keep talking and 
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SINGLE WAY TO REACH THE 
550,000 METROPOLITAN L. A. 
SPANISH SPEAKING AUDIENCE. 

Complete information — including audience, 
market and product preference is available. 



With the addition of two of America's most 
famous Spanish Speaking Radio Personal- 
ities, KWKW enhances its around-the-clock 
attention of the LA. Spanish Speaking 
audience. 

ELENA SALINAS has endeared herself to a 
public to the extent where many of her spon- 
sors have been with her for as much as 18 
continuous years. Her goodwill and frank 
appraisal of the product she endorses sells 
consistently! 

ERNESTO CERVERA is nationally recognized 
as an announcer and consultant as a result 
of his intimate knowledge of the Mexican 
people and their buying habits. In this capac- 
ity he has served TIDE, GENERAL MILLS, 
CARNATION MILK, LUCKY STRIKE, 
CHESTERFIELD and many others. 

You can buy this specialized audience at 
30c to Si. 00 per thousand. 
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turn slow I \ and casually to the other 
camera. But a "dry run" will help the 
cameraman and v ou. 

10. Ask station men about your 
clothes before the dav you're on tv. 
It's basic to avoid white shirts, for 
example, because thev tend to reflect 
light into the camera. Light blue 
comes across as white on t\. Herbert 
Hoover, -o the story goes, had bis 
v\hite -bill dyed in tea when called to 
tv cameras at last convention. 

Jewelry can deflect light and cause 
a distracting glare. So. don't be of- 
fended if a station man -ugge-ts you 
take a ring or tie clip ofT. lie's not 
commenting on \our taste. 

11. Follow make-up suggestions. 
There's nothing sis>ified about using 
some pancake makeup, if the director 
should suggest it. Tv lighting can make 
Jay no .Mansfield look anemic, if her 
makeup isn't right. 

I here's a story about a candidate 
for a local judgeship that circulated 
about the Democratic National Com- 
mittee recently. In the last election, a 
station director had suggested to the 
candidate that he put powder on bis 
bald spot. 

" Vv go on." said (he candidate, with 



an embarrassed grin. '"That s okay for 
mv wife. I'm not running in a beauty 
contest." 

Hut a spot check among the candi- 
date's own political affiliates after the 
telecast revealed that many had been 
more intrigued with the play of light 
on his bald spot than they bad been 
with the man s speech. 

"It's the small flubs that can destroy 
the effectiveness of a tv speech," a 
BBDO producer, who worked on the 
1952 Presidential campaign. told 
sponsor. "The tv Kreen will pick up 
and magnify the ludicrous or incon- 
gruous at the expense of the candi- 
dates message. " 

12. Relax. 'Ibis point is the first 
and most important one the experts 
make. It's true, thev say. that viewers 
sometimes sympathize more with the 
self-conscious than the glib. But there's 
little danger for the political candidate 
to seem too professional on tv. 

"A relaxed speaker inspires more 
confidence than one who's tense and 
nervous on tv, ' says Walter Craig, tv 
and radio v. p. of \orman. Craig & 
Kunimel. "It's best to have a working 
knowledge of the medium before using 
it. 1 hen once on the air. relax. ' * * * 
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lack's bean stalk was a stunted century 
plant compared to this story of growth. 
April 14th permanent affiliation contracts 
were signed with CBS. On August 15th 
WEHT TV Channel 50 in the Evansville 
Market area will boost its power from 
11.000 to 204.000 Watts. . . . Involving 
an expenditure of $200,000 in RCA trans 
mission equipment. 

AN ESTIMATED 75.000 NEW HOMES 
WILL BE INCLUDED IN THE NEW 
COVERACE AREA' 

WEHT TV is your FOLLOW- 
THRU STATION IN THE 
EVANSVILLE MARKET. Only 
WEHT-TV offers (1) Guar- 
anteed On the Air promo- 
tion. <2f Newspaper adver- 
tising. '3 Newspaper Pub- 
licity. '41 Letters to 
retail trade. '5) Daily 
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<7> Monthly house 
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Binnrrs. Posters and 
'9' Billboards. 
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BRYLCREEM 

(Continued from page 39) 

Buving is limited to those markets 
which have at least 50.000 tv sets. The 
current schedule of 106 stations 
reaches into 85 c /c of all tv homes dur- 
ing a week's time, the company esti- 
mates. Brylereem. as a mass-distrib- 
uted product, requires advertising 
messages which reach a ma's audience. 

The hair dressing is distributed 
through many different types of retail 
outlet^: department stores, drug and 
variety stores, food stores, supermar- 
kets, as well as barber and beauty 
shops. 

It uses one-minute films. 

All of the Brylereem commercials 
are minutes, and all combine stop- 
motion and live-action sequences. The 
main copy point in each: "The Smart 
Look is the Brylereem Look.'' 

Since 1954, the product has used an 
attention-getting, favor-finding com- 
bination of puppets and a single jingle, 
in combination with live-action films. 

Seven in eight of all tv announce- 
ments feature the puppets and the jin- 
gle. A boy and a girl puppet romp 
after each other to this jingle: 

"Brylereem, a little dab' 11 do ya. 
Brylereem, you'll look so debonair. 
Brylereem. the gals will pursue ya. 
Simply rub a little in your hair." 

The jingle was composed by Jack 
Vtherton, v ice president and bead of 
tv and radio production at Atherton & 
Currier. The jingle has been used 
since I9h°>. when Ritchie incorporated 
it into radio announcements. 

On tv, the stop-motion puppet ac- 
tion starts with the boy puppet, with 
unkempt and flying hair, racing after 
the petite blonde gal. After u-Miig a 
dab of Brylereem, be finds the blonde 
pursuing him. 

Atherton & Currier agency created 
and styled the puppets, working with 
Wilbur Streech Productions, New 
\ ork. The puppets themselves, and 
the film sequences featuring them, 
were produced in Germany. Puppets 
were made of a rubbery plastic mate- 
rial mounted on a universal frame, and 
experienced German craftsmen worked 
on details of design and expression as 
planned b\ the agency. Animation se- 
quences were detailed step by step, 
based on action of live models enact- 
ing the puppet pursuit theme. The ani- 
mation technique is stop motion, 
against a stylized city background. 
(Please turn to page 96) 
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EUGENE 
KVAL-TV 

Channel 13 

ROSEBURG 
KPIC 

Channel 4 



COVERING OREGON'S 

2nd MARKET 



REACHING 
130,190 FAMILIES 
with spendable 
income of 

$681 MILLI0N 




F Here's the surefire way to get to the heart 
of the nation's rich timberland. . . 
just bursting with active sales potential! 
Use the KVAL-KPIC team, and you're reaching 
the majority of 130,190 families in the North- 
west's 5th richest market. These sister stations 
offer the only consistent coverage of the largest 
market between San Francisco and Portland. So, 
if you're buying — or planning to buy — why 
waste money? Use KVAL-KPIC, the one com- 
bination that spotlights this booming timber- 
land area. Contact your Hollingbery man, 
or Moore and Lund (Seattle-Portland). 



EU6ENE 
ROSEBURG 
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The trend is clear. Letters, 'phone calls, 
surveys — everything points to the evolu- 
tion in daytime radio listening habits. 
People — your customers, bless 'em — want 
more intimate, easy-to-listen-to radio pro- 
gramming. Feed them more music, more 
on-the-scene local news, more community 
service, and they eat it up. 

And audiences who get more of what 
they want, give more of what you want: 
attention . . . interest . . . desire . . . sales! 

WBC's been listening to the people. And 
so, on July 16th, WBZ-f-WBZA, Boston- 
Springfield . . . KDKA, Pittsburgh . . . 
KYW, Cleveland ... and WOWO, Fort 
Wayne will go all-local all day long. Hourly 
news reports, more weather, traffic and 
general service announcements, and more 
music will fill the bill today's radio audi- 
ence prefers. 

For the advertiser, this means more 
popular, top-rated time segments for your 
spot buys. Plus WBC's top power, top 
talent, top markets. For availabilities in 
the new, better-than-ever daytime WBC 
radio schedules, call A. W. "Bink" Dan- 
nenbaum, WBC Vice President-Sales at 
MUrray Hill 7-0808, New York. Or, call 
your nearest WBC station. 




WESTINGHOUSE BROADCASTING COMPANY, INC. 



RADIO 
BOSTON WBZ+WBZA 
PITTSBURGH — KDKA 
CLEVELAND— KYW 
FORT WAYNE— WOWO 
PORTLAND — K EX 



TELEVISION 
BOSTON— WBZ-TV 
PITTSBURGH KDKA-TV 
CLEVELAND— K YW-TV 
SAN FRANCISCO— KPIX 



KPIX REPRESENTED BY THE KaTZ AGENCY. INC • ALL OTHER 
STATIONS REPRESENTED BY PETERS. GRIFFIN. WOODWARD. INC. 



BRYLCREEM 

i Continued from ]>age 92 I 

The attention - gating psychology 
works, and Brvlcreem lias proof of 
this attention: Advertest Research re- 
ports that Bnlcreem spot tv commer- 
cials fall within the top 10' \ of over 
100 commercials the\ have tested, on 
the hasis of commercial rememhrance. 
The advertising jioints were "played 
hack" h\ 00 r r of those viewer- who 
saw Brvlcreem tv advertising, "an ex- 
tremelv favorahle showing, compared 
with over 100 reports we have pre- 



LYELL BREMSER 

ELEVATED TO POST 

Lyell Bremser, of the KFAB staff 
for 17 years has been appointed 
General Manager of the station. 
Bremser started his announcing 
career while attending the Univer- 
sity of Nebraska. lie later special- 
ized in news and special events and 
developed into the midwest's best 
known and best liked sports broad- 
caster. Much of his popularity re- 
sulted from his colorful, accurate 
play by play coverage of Nebraska 
Lornhusker Football Games which 
he has clone continuously for over 
13 years. 

by ell was appointed Program Di- 
rector for KFAB six years ago. He 
is a native of the Midwest Empire 
. . . born in Dow City, Iowa, mar- 
ried and the father of four children. 



j tared for other clients" says Advertest 
Research. 

Even though both the puppet se- 
quence and the jingle are combined 
in most of the tv announcements, nei- 
ther shows any sign of wearing out. 
This is the contention of Nice Presi- 
dent Joseph Molnar. A&C account ex- 
ecutive who has worked on Ritchie 
business since it was signed by the 
agency in 1941. 

He explains the continued effective- 
ness of the puppet -jingle sequence this 
way : 

"The jingle has the flavor of enter- 




Bremser's programming know-bow will 
be reflected in <m even greater KFAB. 
Advertisers can look forward to con- 
tinued high level results from radio 
dollars . . . and the listener can expect 
the best in all around service and enter- 
tainment. 

Peters, Griffin, Woodward can tell you 
the full KFAB story . . . or contact Lyell 
Bremser today. 



tainment. People are always amused 
by the little puppets. Thus, the jingle 
and action combine a good selling 
pitch with the kind of entertainment 
which tells the story. Result — it helps 
sell the product. Then too, the adver- 
tising copy in the commercials does 
not in any way stretch the credulity of 
the viewer, because the claims aren't 
exaggerated." 

4. It pegs its best audience pros- 
pects. 

There's another big reason Ritehie 
likes late-night buys. 

"We want to reach a lot of men," 
sa\s Keenan, "and we know that we 
are able to with late-night times. Our 
average audience runs 50 adult men, 
47 adult women and a few teen-agers. 

"We like to reach young men too, 
because it's merely a matter of a cou- 
ple of years until thev're on their own 
financially, making their own buying 
decisions." 

5. It's on tv all year round. 

Fifty-two-week schedules are con- 
stant for Ritchie, and the week-to-week 
emphasis is steady, too. 

The company buys an average of 
five announcements weekly per station 
every week of the jear. The v ariations 
in the buying technique arise when a 
market needs additional emphasis. 
Then another station with the same 
five-a-week schedule is added. The 
maximum number of stations used in 
any market is three. 

"We figure the carryover of our 
year-round tv campaign takes care of 
any additional business which might 
he available in the summer months," 
Keenan says. 

6. It backs up its field force. 

With Rrylcreeni, as with all pack- 
aged products, there's a need to mer- 
chandise and to pre-j-ell the item with 
jobbers, distributors and dealers. And 
it's vital to let the field man, the liai- 

i son between manufacturer and retailer, 
know what the company is doing and 
why. So sa\s Keenan, adding: "Tv 
has helped our field organization a 
great deal. It's a completely accepted 
advertising medium among our field 
forces. 

"We have our field men show the 
druggist or the grocer the tv schedule 
we're Inning. We've found all down 
the line that he already knows about 
it. This is because men in business 
don't have as much time as other peo- 
ple to read magazines or newspapers. 
They often work late, and the only re- 
( /'lease turn to juigc 100) 
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OPEN LETTER 

to Neil H. McElroy, President of Procter £r Gamble, Cincinnati 

Dear Mr. McElroy: 

According to our records, your investment in tv and radio ad- 
vertising during 1955 exceeded $58,000,000. 

Ten years ago it was $18,000,000; five years ago $29,000,000. 
This year you will probably top $65,000,000. 

P & G is a topflight leader in this decade of great business 
expansion, and one of the benchmarks of your leadership is the 
unparalleled faith that you and your associates have invested in the 
tv and radio media. Long ago you proved that radio advertising, 
properly used, had a unique ability to move goods. You employed 
it to the fullest. When television came along you moved fast, har- 
nessing its power to the job of matching ever-expanding production 
with ever-expanding sales. 

No doubt about it, tv and radio are vital to P & G. 

And SPONSOR (the magazine that tv and radio advertisers use) 
has been proud to tie in with your progress by providing you and 
many of your key advertising and sales executives with an excep- 
tionally valuable trade paper service. 

But we're not satisfied with our service to P & G. Far from it. 
Like P & G, SPONSOR'S growth has been marked by an alert an- 
ticipation of the trends and needs of the field it serves. 

We should like to be able to make the big claim and the big 
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promise — namely, that SPONSOR will, with each issue, give you a full wrap- 
up in depth of the up-to-date essentials in tv and radio advertising. What we're 
talking about is a single trade paper service so complete and so essential that 
you and your associates will be able to keep fully posted. 

What this would mean to you is that one hour per issue with SPONSOR 
would give you a briefing and evaluation that will keep you abreast of the ad 
media on which you rely heavily for progress. 

What this would mean to us is that despite your staggering personal sched- 
ule, including such diversifications as budgeting, financing, legal matters, ex- 
pansion, new product development, you would find it economical to rely on 
SPONSOR for your tv and radio perspective. 

Is it possible to publish a SPONSOR that gives you everything you want 
in one tv and radio publication? 

With our present bi-weekly formula, we think no. 
With a weekly SPONSOR, we think yes. 

We reason this way. No bi-weekly can fully cope with the meteoric hap- 
penings of our industry. Even the best job of evaluation, interpretation and 
reporting falls short of being a complete wrap-up on an alternate-week basis. 
SPONSOR has had marked success with its formula of use articles and high- 
light news; but we would be foolish to contend that this represents the full 
service you need to keep posted. 

Only the regularity and timeliness of a weekly will permit a complete tv/ 
radio advertising service for you and thousands of others of our industry. 

So, SPONSOR is going weekly 27 October 1956, just as we begin our 
second decade of publication. And on 27 October we are promising you what 
we have never promised before - - a new concept in broadcast trade paper serv- 
ice, a complete wrap-up in depth for busy air-minded executives. 
98 SPONSOR 



Here are some of the components you will find in the weekly SPONSOR : 

1. Improved format, modern types, fast-reading articles, crisper-looking 
pages, but the same identifiable SPONSOR with the same high use quotient. 

2. A significant new department of essential interpretive news and news 
trends in depth. We can reveal this much at this time — a separate, skilled staff 
of news analysts will handle it; we won't compete with other news magazines 
of our field; we won't cover the waterfront, but we'll give you all you need to know. 

3. Useful, readable and idea-provoking departments, some old, some new. 

4. A brand new concept which should make our back-of-the-book pages 
among the best read. 

5. More emphasis on film, tv and radio commercials, trends, basic prob- 
lems. More perspective on other media. More leg-work. More interest in the 
country at large. 

We think we can count on your regular readership, Mr. McElroy, because 
the new weekly SPONSOR will give you : 

1. Essential Reading (and only the essentials). 

2. Useful Reading (in line with our tried and true formula). 

3. Easy Reading (as easy-to-read as Life, SEP or The New Yorker). 

4. Fast Reading (all you need to know in capsule-style, plus article 
reading if you have the time and inclination) . 

In other words, a complete weekly wrap-up in depth for busy executives. 
Look for the new weekly SPONSOR on 27 October. 



Sincerely, 
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BRYLCREEM 

{Continued jrorn page 96) 

taxation the) have i> to watch tv when 
they get home. 1 he\ re exposed to tv 
automatically. That's why they know a 
lot about us even before our field man 
tells them." 

The television schedule naturally 
backstops the field force in reminding 
dealers of the Brylcreem name. 

Repeat sales are an important fac- 
tor in Brylcreeni's sales success. 

''We have terrific brand lovalh.'' 



sa\s Account Executive M ulnar. "We 
have an outstanding product and one 
which is competitivelv priced.'" ( Bryl- 
creem costs 390 for a one and three- 
quarter ounce size. 59(? for four ounces 
and 790 for six ounces. I lie also 
points to the advantage of packaging 
in tubes, as well as jars. The tube is 
convenient, easily carried, unbreakable 
and has special travel advantages. 

Sometimes all it takes for purchase 
is a reminder, either via tv or by 
word-of-mouth. Brylcreem has results 
of a survey conducted in Minneapolis 



An $899,481,000 
Buying Power Market! 





MORE AUDIENCE 

than any other TV station in the 
rich heart of Louisiana 

FROM 5:00 P. M. to SIGN OFF 

(Monday thru Friday) 

WBRZ rated highest in 125 quarter hours out 
of 149. 

FROM 12 NOON to 3:30 P. M. 

(Monday thru Friday) 

WBRZ rating Tops All Others Combined! 

- from a study by American Research Bureau, 
Inc., encompassing 37 counties and parishes 
in Louisiana and Mississippi. 

WBRZ 2 

BATON ROUGE, LOUISIANA 

Power: 100,000 watts Tower: 1001 ft. 

NBC-ABC 

Represented by Hollingbery 




which queried householders about their 
initial purchase of the product and 
about repeat business. These statis- 
tics show that of alt the people who 
used the product for the first time. 
57 r ( went back and got some more. 

Hay. sales vice president, and 
O'Connor, field sales manager, report 
that sales have greatly accelerated in 
the past two and one-half years, and 
are growing today at a faster rate than 
they did a year ago. 

This, Keenan believes, points to the 
continuing cumulative effect of the tv 
advertising campaign. 

In addition to this cumulative im- 
pact, there's the factor of audience and 
market growth. 

"As all of the markets keep grow- 
ing, in terms of total population, there 
is automatic set circulation and audi- 
ence growth. For these reasons, as well 
as the fact that our tv campaign is a 
continuing one and an effective one, 
our share of the market keeps soar- 
ing." says Keenan. 

Sales gains have followed Ritchie's 
moves into new market areas. In 
1952, the Brylcreem tv schedule was 
carried in only two markets. This was 
expanded to 13 during the first half of 
1954. to 30 during the last half. To- 
day's figure totals 106 stations. 

Tv's effectiveness in reaching and 
selling the consumer has led to Ritch- 
ie's expansion into tv for its other 
consumer items. 

ENO Sparkling Antacid is being 
advertised with participations in NRC 
TV's Tonight, also a late-night offer- 
ing. Steve Allen handles three one- 
minute participation announcements 
week!) on an Eastern network lineup 
of 15 stations. The schedule on To- 
night was started in April, after a test 
market campaign. 

Two other products sold by Ritchie 
are Scott's Emulsion and Scott's Emul- 
sion Capsules. 

These two products contain A and 
1) vitamins directed, among other 
things, at prevention of colds; thus 
they have seasonal sales patterns. 
From October through February, the 
cold-weather months, Scott's Inns one- 
miuule announcements, in the top 10 
markets. The«e commercials are also 
on film, and they arc telecast at the 
rate of five or more a week. Starting 
this season. Scott s Emulsion w ill he 
handled In J. Walter Thompson. New 
^ ork. The other two Ritchie product 
lines are serviced by Atherton & Cur- 
rier advertising agency. 
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Advertising in the two agencies is 
coordinated by Donald Keenan at the 
headquarters operation in Clifton. 
Keenan, who is 27 years old, has been 
with Ritchie almost two years, lie 
worked in the advertising and market- 
ing field after graduation from Pace 
College in New York City, whieh spe- 
cializes in advertising, marketing and 
accounting. * * * 



SPONSOR ASKS 

(Continued from page 65) 

If the production staffs could make 
themselves thoroughly familiar with 
what our machines can and cannot do, 
another time-consuming element could 
he eliminated. 

Then, there is the example of the 
client who specified the sound of San- 
ta's reindeer landing on a rooftop, 
only to show dismay that such a sound 
had yet to be recorded. If he had noti- 
fied us sufficiently in advance, we 
would have had the proper blending* 
of sound ready for him prior to his 
session. 

We make these comments lovingly, 
affectionately; for we appreciate the 
problems of the advertising industry 
here at Olmsted and try to accilmate 
our way of operating to fill every need. 




John F. Gilbert 
President 
SRT, Neiv York 

WE FAVOR CLOSED CIRCUIT USE 

• Advertising agencies in the last 
year or two have begun to recognize 
the great advantages to be derived 
from having easy access to a closed 
circuit television studio. Rising eosts 
of production and of television time- 
buying plus the need to eut down on 
time-consuming mistakes have no 
doubt prompted this trend. 

Some few agencies have already 
purchased their own tv-equipped stu- 
dios. Whether this has proven to be 



the best possible answer to their prob- 
lems is still an open question. Usual- 
ly, the tv equipment purchased is not 
broadcast type and the continuous 
heavy cost of professional tv studio 
maintenance and operation very prob- 
ably outweigh the advantages of its 
part-time usefulness. 

At SRT agencies may use and be- 
come familiar with such facilities as 
cameras, 16 mm film chains, a late- 
model color camera chain. 

Closed circuit practice enables agen- 
cy people to pre-test every angle of a 
new commercial and bring to life a 



story-board while, being able to coin- 
pare results and sales appeal as be- 
tween color and black-and-white when 
desired. And it may be done at <-orn- 
paratively little expense and with no 
capital outlay. 

As is the case in many other busi- 
nesses, it is simpler and much cheaper 
to rent them than to buy expensive 
equipment and services. i\. W. A\er 
& Son has recently signed a contract 
with SKT, ensuring availability of 
black-and-white and color tv studios. 
Other agencies are in process of mak- 

★ ★ ★ 



ing similar arrangements. 
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LOUISVILLE'S 



WAVE-TV 



CHANNEL 



3 



FIRST IN KENTUCKY 

Affiliated with NBC 



|nuc|-spot sm.es 

txilmive National Representative* 




KENTUCKY FLAIR! 



Here are twenty beautiful Kentucky coeds — all 
competing for the Queen's crown of Laurel at the 
colorful Mountain Laurel Festival in Pineville. . . 

In a State that's known for showmanship, Ken- 
tuckians look to WAVE-TV for the finest in 
tel elision showmanship. Here's the proof: 

PROGRAMMING: Two 1956 Surveys* show that 
WAVE-TV pets audience preference! 

COVERAGE: WAVE-TV has 66<" f greater coverage 
than the second Louis t ill c station be- 
cause it has low Channel 3, full power 
and greater tower height (9 1 4' above 
sea level) ! WAVE-TV serves 2,137,000 
people in 70 mid- Kentucky and 
Southern Indiana counties! 

EXPERIENCE: WAVE-TV was first on the air in 
Kentucky ... in 19 (8. Its experienced 
staff has the know-how to make your 
programs — and your commercials — 
self! 

*ARB Louisville, Feb., 1956 
^Metropolitan ARB, March, 1956 
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'line'of KMPC 
DJs pulls in 
huge audiences 
and iands prize 
sales for sponsors 




710 kc LOS ANGELES 

50 0 00 wattTdays 1Q000 watts nights 

Gene Autry President 
P.O. Reyno/fc, V.P. & Geo. Mgr. 

REPRESENTED NATIONALLY BY 
AM RADIO SALES COMPANY 



REYNOLDS METALS 

(Continued from page 33) 

selling all the time. Television, as a 
demonstration medium, is ideal for our 
purposes. We match our tv techniques 
tu those purposes, and we exploit 
every advantage we get from our tv 
audience and our advertising." 

SPONSOR estimates that half of an 
annual $8 million ad hudget goes to 
network tv. The other half is split 
among national consumer magazines, 
business and trade publications, a 
small amount of newspaper, women's 
service magazines, spot radio, point of 
purchase, direct mail and billboard. 

"Company management is very tv- 
minded," Boyle says. He thinks it very 
possible that by the fall of 1957, Rey- 
nolds will be in two major network tv 
vehicles. One would be for the non- 
consumer advertising, probably a mass 
audience show to reach people "edu- 
cationally." The other network tv show 
might be a daytime feature, directed 
exclusively to housewives with all com- 
mercial time devoted to illustration of 
the many possible uses for Reynolds 
Wrap. 

The tv advertising goal of reaching 
a mass audience has never changed 
since Reynolds purchased its first net- 
work show in 1951. But the means of 
reaching that mass audience have 
changed. 

Reynolds' first network tv show was 
the nighttime Kate Smith Hour on 
NBC TV in 1951, with which it re- 
mained for one season. In 1952 and 
1953, it switched to Wally Cox and 
Mr. P eepers on the same network. Ac- 
cording to Nat Strom, account execu- 
tive for Reynolds at the Buchanan 
agency in I\e\v York, "Peepers at- 
tracted the best all-family audience of 
any show on the air at that time. We 
had just what we wanted an even 
audience division among men, women 
and youngsters." 

For the '54 fall season. Reynolds 
continued with Peepers. The next sum- 
mer, il substituted a summer replace- 
ment, the Do It Yourself Show. Orig- 
inating in California with Dave Wil- 
lock and Clifl Arquette. the show oc- 
cupied Reynolds' regular Sundaj night 
time slot from 7:30 to 8 p.m. on NBC. 
This marked the first time an all-out 
advertising effort promoted the com- 
pany s do-it-yourself line of aluminum 
parts and components. 

Last fall, the company bought its 
first film show, the Western Frontier 
scries. The adventure drama continues 



through this summer, and in Septem- 
ber will be replaced by the new film 
series, Circus Boy. 

Circus Boy will remain in the Rey- 
nolds Sunday night time period, and 
will be carried by 103 stations. Radio- 
tv Advertising Manager Boyle says the 
company has "great" hopes for the 
new dramatic feature. "We anticipate 
a substantially greater share of the tv 
audience and a more general family 
appeal so that we'll regain the balance 
we had in Peepers!' 

The new half-hour series features a 
)Oungster in the title role in a variety 
of circus and non-circus adventures. 
Plots encompass romance (for mother 
and sister), adventure (for all). West- 
ern (for dad and the kids) and cir- 
cus stories (for youngsters). 

"We're going to hit everyone," says 
Strom, "and we think the show will 
appeal to everyone. As a matter of 
fact we expect to crack into the 30's!" 
Frontier has been "in the 20's," reach- 
ing some 25 million people weekly. 

Reynolds has an option on the pro- 
gram for five years, and expects to air 
a different version every week of the 
year during that time. "Circus Boy is 
a natural for exploitation," says Boyle, 
and the company plans to merchandise 
this vehicle more intensively nationally 
and locally than it has ever done be- 
fore. 

In-store demonstrations, personal 
appearances, tie-ins with consumer 
contests, and a raft of other promo- 
tions will take maximum advantage of 
the S3 1 4 million tv package. 

Even though the program formats 
have varied rather widely in the past 
five )ears. the other advertising ele- 
ments remain constant. Reynolds will 
continue to advertise the same con- 
cepts, products and services that it 
has in the past. And it will use the 
same commercial techniques to sell 
them. 

Exactly what does Reynolds sell? 
It sells several lines of consumer 
products. 

The biggest consumer product line 
is Reynolds Wrap. The aluminum foil 
comes in two weights, regular for ordi- 
nary household use and the heavier 
for such special-dntv work as freezer 
food packaging. 

Reynolds was the first company to 
introduce a household foil. Brought 
out in 1946, it got its first big push 
from store shelves to pantry shelves 
after the network tv schedule was de- 
buted in 1951. 

Today, Alcoa has re-named its Wear- 
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ever foil Alcoa Wrap, and Kaiser Alu- 
minum is considering national distri- 
bution of a household foil wrap for 
the first time. Dow Chemical and its 
transparent Saran Wrap, started out 
with network television as a participa- 
tion sponsor in NBC TV's Today. It 
now buys participation in Queen for a 
Day on NBC TV. 

Another consumer product line 
conies under the use classification 
of Do It Yourself. Reynolds makes 
aluminum sheets, rods, angles and 
other components of various shapes 
and widths for use by householders in 
their home repair work. This do-it- 
yourself aluminum combines a special 
alloy so that the material can be cut 
by ordinary woodworking tools. 

The parts division, under the direc- 
tion of William G. Reynolds, is sub- 
divided into two operating divisions. 
The first, building products, manufac- 
tures, distributes and sells such items 
as windows, nails, gutters and down- 
spots, reflective insulation, aluminum 
tile, etc. The second, industrial parts 
division, manufactures aluminum com- 
ponents for other industries, such as 
aluminum grills and trim for auto- 
mobiles, washtubs for electric washing 
machines, deep fryers and other uten- 
sils. 

Reynolds also sells what can best be 
described as intangibles. It uses its 
television commercial time to accom- 
plish these various objectives: 

1. To foster the knowdedge of alu- 
minum, its properties and its applica- 

j tions, and an understanding of how it 
can be used; 

2. To back-up the product innova- 
tions of aluminum fabricators; 

I 3. To establish its own "seal of 
l quality" as a quality emblem in the 
! industrial field (it is available to all 
fabricators who buy Reynolds alumi- 
j num) ; 

4. To gain acceptance for its pack- 
aging seal (similar to the Good House- 
! keeping seal) which appears on foil- 
wrapped consumer products manufac- 
, tured by Reynolds' customers and is 
l designed as an identifying mark for 
the consumer. 

This packaging seal now appears on 
more than 800 products made by the 
leading food manufacturers of the 
country. The list includes such blue- 
chip accounts as Lever Bros., Kello"£. 

i ' CD- 

I Kraft Foods. 

j Such a complexity of specific ad- 
i vertising mentions on a single show 
requires an unusually cohesive rela- 
tionship between administration and 
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advertising. Boyle, as radio and tv 
advertising manager, works with all 
administrative and manufacturing divi- 
sions of the company to pre-set what 
the commercial content of the tv show- 
will be. lie works about two months 
in advance, so that as the commercial 
is developed for a product, service or 
concept, the merchandising strategy 
can be laid at the same time. 

Here's how he works to coordinate 
copy objectives: 

The company, to begin with, has 
many operational facets. Its $400 
million annual sales gross comes from 
the output of several divisions. Three 
primary divisions are the parts divi- 
sion, under the direction of W. G. Re)- 
nolds, and the consumer, industrial 
and packaging divisions which come 
under the direct jurisdiction of David 
1'. Rewiolds. vice president in charge 
of sales and advertising. (David is 
one of four sons of R. S. Reynolds, 
founder of the company. Richard 
S is president, J. Louis is execu- 
tive vice president, and W. G. is vice 
president in charge of parts and build- 
ing products) . 

Tv commercials are rotated among 
the two phases of consumer produc- 
tion, Reynalds Wrap and Do It Your- 
self, the packaging division and among 
13 sub-divisions within the industrial 
division. Among these 13 which come 
in for tv mention at one time or an- 
other arc appliances, chemical, truck 
and trailer, aviation and railroads, ir- 
rigation, automation and architectural. 

Boyle's practice is to circle the sales 
and advertising headquarters in Louis- 
ville, check key persons in the execu- 
tive offices at Richmond, Va., and find 
out what's happening at the 34 Rey- 
nolds plants and in its 69 sales offices. 
(The company also has four foreign 
subsidiaries in Mexico, Canada, the 
Philippines and Cuba.) 

By talking with these people, Boyle 
learns of new developments, new ap- 
plications of aluminum, new features 
which will combine human interest as 
well as a pro-aluminum sell for the tv 
viewing audience. 

Here's the kind of tv commercial he 
ends up with: 

To demonstrate the heat conductiv- 
ity of the metal, and to point up its 
superiority for cooking utensils, Rey- 
nolds used a rectangular aluminum 
plate. One half of it rested on top of 
a stove burner; the other half on blocks 
far in front of the stove. The tv 
demonstrator turned on the gas under- 
neath one end and put a shelled raw 
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PUBLICITY MAN 

to grow into expanding position 
in New York office of well-known, 
reputable organization. Must 
have professional competence in 
factual publicity writing and solid 
familiarity with New York trade 
press, based on several years 
of productive work on receiving or 
sending end. 

Highly desirable to have knowledge 
of media and working knowledge 
of media research. Heavy 
emphasis on ability to generate 
effective publicity and maintain 
good press relations. 

Be prepared to submit and discuss 
work-exhibits during interview 
after forwarding professional 
resume, salary bracket, age, etc.: 
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Francisco and Portland. 
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in all the PACIFIC 
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egg on the other end. The heat whieh 
was conducted along; the metal plate 
to the egg fried it in a few seconds. 

Another t\pe of laboratory experi- 
ment contrasted the freezing qual- 
ity of aluminum and of steel. Boyle, 
who describes freezing as "nothing but 
taking heat away." showed two large 
clinical t\ pe thermometer? connected 
to an aluminum object and to a steel 
object. 

As motors started running, the ther- 
mometers registered drops in tempera- 
ture. During the span of the tv com- 
mercial, the thermometer attached to 
aluminum dropped 30 degrees; that 
connected with steel, three degrees. 

Demonstration is the key to Rey- 
nolds" tv salesmanship, but the tv phi- 
losophy has many other components 
a> well. 

Reynolds .Metals uses only live com- 
mercials, and it works with the same 
two selling personalities every week. 
They are Helen Lewis and Kex Mar- 
shall, who handle the demonstrations 
in friendly, sincere fashion, and who 
were chosen for the high identification 
they are able to establish with men 
and women hi the viewing audience. 

Says Boy le : 

"We think Helen Lewis combines 



every commercial element we need in 
a female personality. She's accepted 
as a typieal housewife, and someone 
with the semi-authority of a home 
economist — and she's facile with her 
hands in demonstrations/' Miss Lewis 
handles the Reynolds W rap announce- 
ments. 

"We picked Rex Marshall in the 
same way that we select salesmen for 
our company. e wanted someone 
with a pleasing personality who was 
interested in learning about our prod- 
uct, and who yvas able to deliver a 
strong message to the nation s living 
rooms without having a forced, hard 
sell. They both talk pleasantly but 
with authority, and they get the points 
across." 

The copy is written to match each of 
the two individual personalities, and 
the distinctive speaking style of each. 
The copy is prepared by the Clinton 
E. Frank agency in Chicago. Reynolds 
has two agencies and an interesting 
division of labor between them. Frank 
buys all radio-tv time and facilities, 
and prepares all broadcast copy. Bu- 
chanan in Aew York services the net- 
work tv program, and handles all ac- 
tiyity on Reynolds' Building Products 
Division. 



Reynolds* commercials may hit three 
different concepts in a single half-hour 
show period. At the rate of three a 
week for 52 weeks, a total of more 
than 150 announcements annually 
would run into considerable monev 
were they to be put on film, Boyle 
feels, and he adds. "We d never be able 
to use more than a few of them again. 

"We also like the spontaneity of a 
Ii\ e message, and we ve developed our 
two sales personalities so that they use 
no cue cards of any kind. We think 
that a commercial to be properly un- 
derstood in the home has to be 'talked' 
to people in the same language that 
they use. That's why both Rex and 
Helen have a lot of latitude in re- 
phrasing." 

There's a seasonal element in the 
rotation of announcements. Do It 
^ ourself mentions come in for a strong 
play in the spring and fall touch-up 
seasons. An announcement explaining 
how aluminum is used for irrigation 
pipe is scheduled during the hot 
months when farmers, particularly, are 
most conscious of the drought. Fabri- 
cation of aluminum into summer furni- 
ture is discussed during the warm 
months, and the supplanting of chrome 
by aluminum in new model cars is 
talked of as they come off the Detroit 
i production lines. 

Reynolds' radio activity is limited 
to spot at this point, although it has 
used a considerable amount of network 
in the past. In 1951 it sponsored The 
Big Show with Talullah Rankhead on 
i\BC. and during the 1952-1953 season 
il bought Fibber McCee and Mollie for 
a half-hour weekly on CBS. 

In 1953. '51 'and '55 Reynolds 
switched the radio emphasis to its 
Building Products Division and par- 
ticularly to products of special ap- 
plication to the farm market. It 
| maintained a program schedule with 
radio station farm directors on AO out- 
lets, selling farmers such aluminum 
products as roofing and siding, nails 
and inexpensive but sturdy barn and 
livestock structures. It also directed 
commercials to the farmer's wife for 
Reynolds Wrap and such household 
products as aluminum paint. 

Reynolds in the '56 season is co- 
operating with the Purina feed dealers 
for the first time. It is distributing a 
new line of pre-fabricated chicken 
coops through them and is using radio 
to introduce them. The eage layer and 
broiler houses are being advertised 
with radio announcements in seleeted 
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market areas (Tennessee and Ken- 
tucky) which support poultry raising. 
As Reynolds and Purina dealers build 
acceptance, Reynolds moves to new 
poultry areas with its introductory ra- 
dio eampaign. The next most likely 
states to follow are: Maryland, Arkan- 
sas, North Carolina. Pennsylvania, 
Georgia and Texas. 

As the radio schedule grows, Rey- 
nolds envisions expanding advertising 
appropriations in all media. As the 
aluminum industry grows, so will Rey- 
nolds, says Boyle. 

Reynolds Wrap, after its five years 
of tv advertising, now far outsells its 
nearest competitor, says Account Ex- 
ecutive Strom. Even though the mar- 
ket for the foil has expanded tremen- 
dously, the number of companies 
manufacturing the product is dwin- 
dling and Reynolds gets an ever bigger 
market share. Shortly after World 
War II, and within two or three years 
after Reynolds Wrap came on the mar- 
ket, more than 40 companies were 
making household foil. Today, the mar- 
ket has narrowed down to about 15 — 
and only four companies get any sig- 
nificant share of the total consumption. 

"But the most unusual faetor in the 
history of our wrap is that it took such 
a short time to gain consumer accep- 
tance and national distribution. Rey- 
nolds isn't like P&G, for example, 
which already has its trade and dealer 
contacts fully developed before it in- 
troduces a new product. Reynolds 
didn't know a thing about food store 
distribution, and it had no trade con- 
tacts. Yet Reynolds Wrap was launched 
and accepted completely in a very 
short time, and with a relatively small 
amount of money. 

"I don't think this ever happened in 
the grocery field before, and it cer- 
tainly never happened with a company 
which didn't spend tens of millions of 
dollars in launching a new line. As 
a matter of fact, some big companies 
figure it will take them 20 years to 
get a product really solidly estab- 
lished." 

That fi rst tv eampaign was launched 
by David P. Reynolds and by David 
F. Beard, general director of advertis- 
ing . Beard today concentrates on over- 
all ad strategy and non-broadcast me- 
dia, with Boyle handling all radio and 
tv matters. 

Jack Boyle has a background in both 
media. He worked in tv in the "pio- 
neer" days of 1946, traveling with an 
RCA demonstration unit out of Cam- 



den, lie conducted closed cireuit tv 
shows and demonstrations in major 
markets as soon as tv stations were 
authorized for them, and he introduced 
the public to tv wonders which were 
soon to be. 

After two years of the peripatetic 
life, he settled down in Louisville as 
director of television for Station 
WAVE, which had just taken the air. 
He remained there four years, and in 
1952 went with Reynolds Metals in his 
present capaeity. 

He quotes two unbiased sources for 
a commentary on the accomplishments 



of Reynolds and its tv advertising pro- 
gram in behalf of the entire industry. 

Business Week said Ue\ nolds Metals 
should be eredited with "one of the 
most masterful jobs in post-war mar- 
keting." 

And one time when Bo\ le was at- 
tending a business luneheon, the guest 
speaker was director of public rela- 
tions for Kaiser Aluminum. "He said 
simply that Reynolds' introduction of 
aluminum foil into the home, and its 
advertising of aluminum advantages, 
had done a tremendous job for the 
entire aluminum industry." * * * 





We're proud as Roger Williams . . . 
crowing like a Rhode Island Red, because 
now we are two. And you, you're "right 
on cue" whether it's in Akron, Ohio or 
Providence, Rhode Island. You're right with 
our music and our news. You're right with 
our solid policy of local programming, local 
service and warm interest in each 
community — Tiretown, U. S. A., and rich, 
little Rhody's capitol city. 
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SELLING CLIENT ON BUY 

I Continued from page 12) 

to be 20-second commercials within a 
budget of approximator) $24,000 for 
52 week*. The product, an "impulse" 
item, was one we will call Prod-A. 

The first thing the buyer wanted to 
consider was: With which of South- 
burgh's throe channels do most of the 
housewives spend their viewing time? 
He found the answer could be deter- 
mined by an easy though lengthy com- 
putation involving any one (it does 
not matter which) of the rating serv- 
ices covering the market. In this case, 
he used Nielsen because his agency's 
research department preferred it to 
the others. 

To learn which had a larger percent 
of housewife viewers necessitated his 
multiplying the "percent women" (in 
the "audience composition"' column) 
time the "viewers per home," times 
the "four yvcek cumulative audience" 
of the NSI area homes. He did this 
for each rated fifteen-minute segment 
of each of the three stations. And 
when he yvas finished, these computa- 
tions showed him graphically and 
clearly which of the stations had the 
larger share of housewife viewers, and 
at what times during the broadcast day 
the viewing increased and decreased. 

Looking at his completed calcula- 
tions, he observed that Southburgh's 
television stations shared the house- 
yvife \ iey\ers approximately as folloyvs: 
WXXX-TV. 40.3^: WYYY - TV. 
25.0^: WZZZ-TV. 33.7fr. And the 
buyer began to feel that if the stations" 
lates yvere in perspective, WXXX-TV 
would be the place to reach hi* house- 
yvife customers. 

He began the second step; one of 
comparing stations' rate cards and 




"KRIZ Phoenix says radios are 
moving into the kitchen!" 



package plan* against the houseyvife 
viewers in each rate classification. His 
question: Are the station's time 
charges in line with the houseyvife 
audience it delivers? He y\ T orked to- 
yvard the answer in measuring each 
station's various rate category (using 
the package-rate, or the maximum fre- 
quency rate where applicable) by di- 
viding into these rate categories the 
average number of housewives reached 
within them. His results yvere a series 
of cost-per-thousand-hou^eyvifc-vieyvcrs- 
reached in each category, and these he 
pulled together in chart form. 

With this chart, the timebuyer yvas 
now in a position to furnish that "lost ' 
answer to our nightmare client s ques- 
tions - . "But why do you want us to 
buy this station? Doesn't the other 
one show on Nielsen as reaching more 
of our customers?" The answer: 
"Yes, WXXX-TV does reach more of 
Prod-A's potential customers, but their 
rate is so high if yve buy them we pay 
almost twice what we do using the 
other stations, in addition to the fact 
yve get less frequency." This is the 
value of such a chart; it frequently 
shows that while one station is deliver- 
ing more potential customers, it is 
also charging many times more in re- 
lation to other stations in the market. 

With these tyvo basic calculations 
out of the way. the timebuyer should 
find himself able to draw up a formal 
recommendation for his client a — a 
recommendation he can make stick. 

He has learned that a recommenda- 
tion doesn't have to be long and in- 
volved, although he used to think it 
did. He can remember once starting 
one yvith: "Our review began with the 
basic premise that products, like peo- 
ple, generally compel attention in one 
of tyvo ways: they have either an in- 
herent quality of interest (talent, 
glamour, ability, etc.) which gives 
them a certain aura of mystery (e.g. 
automobiles and Greta Carbo) or the 
illusion is created through advertis- 
ing that these qualities are inherent 
(e.g. Instant Maxwell House Coffee 
and Marilyn Monroe). Since, in oui 
opinion, our client's product falls with- 
in the latter category and since it is 
one bought on impulse, this becomes 
a problem of how best to create and 
quicken interest in a product which 
may he considered to be uninteresting 
to most people. Our review indicates 
that within budgetary limits this nec- 
essary interest cannot be created by 
calling in a quiet voice every week for 
52 weeks that our client's product is 



here (or even here yvith neyv products). 
Some goods will be moved, without 
question, but . . . etc." 

This preamble did not sell the cli- 
ent. In addition, the timebuyer found 
out later the client had spent several 
moments seriously considering ready- 
ing the big net. 

The recommendation he noyv drew 
up for Southburgh yvas more to the 
point (see figure B). He proposed 
schedules on WYYY-TV and WZZZ- 
TV. and not WXXX-TV, simply be- 
cause it yvas apparent that even though 
WXXX-TV had a larger houseyvife 
audience, it yvas overpriced, and his 
client could stretch his budget further 
and more effectively by using the other 
stations. The recommendation did not 
show availabilities because availabili- 
ties are almost invariably subject to 
prior sale and he rightly felt that if 
something is offered a client it should 
be deliverable. He showed instead a 
recommended spot buying pattern 
based upon his first calculation and 
the knoyvledge that Prod-A yvas an 
"impulse'' item. But the media detail 
he shoy\ed yvas, in effect, a guarantee 
(this had been more or less estab- 
lished in past recommendations) to 
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the client that the cost-per-thousand 
housewives reached was, at worst, a 
maximum, and that in actual buying it 
would most probably be less. 

W hen Southburgb was finally pur- 
chased, the cost-per-thousand house- 
wife viewers was approximately five 
cents lower than had been shown the 
client. This occurred because I'rod-A 
was lucky enough to pick tip a few 
\ery good slots which had just been 
relinquished by a seasonal adviser. 

So the client was happy. As was the 
buyer. And no nightmares. 

One further example, this time of 
another recommendation a timebuyer 
made several months ago. It illustrates 
a situation I believe, which many of us 
run into no matter what market is 
under consideration. The recommen- 
dation had been sent to the client a 
few days earlier, and now the time- 
buyer was called in to discuss it. 

''That's all very well, Sam, and 
} ou've done a good job," said the 
client. "But we have a special situation 
in this market which you may not 
know about. My wife's brother's wife's 
father owns the other station in that 
city. I think we owe it to ourselves 
to take another look just to be sure 
we're on the right track. ..." * * * 



LOCAL PERSONALITY 

(Continued from page 36) 

• What is your company's philoso- 
phy? 

• What human interest facts will 
appeal to listeners? 

The advertiser, when possible should 
send his on-the-air salesman samples 
of the product he is selling. This 
serves to convince the radio personali- 
ty that lie s selling a good product, 
lets him know from first-hand usage 
how it works or what it tastes like, 
enables him to experience it so that 
he's best equipped to talk about it — 
either in a commercial or among 
friends and acquaintances. 

3. Get an "exclusive" if you can. 

Get a franchise on your sports di- 
rector or newscaster or homemaker, 
if it's at all possible. This gives you 
stronger identification with the listen- 
ing audience, a right to expect more 
service, an edge on the competition 
which can't move in 15 minutes later 
with an announcement delivered by the 
same personality. 

"Tie him up all for yourself," is 
the recommnedation of R. David Kim- 



ble, account executive at Gre\ Adver- 
tising, New York City. "You can 
use an exclusive personality a lot more, 
and a lot better, if he is, for example, 
the Voice of Ford in Chicago. Then 
)ou can more justifiably use him at 
dealer meetings, for example, because 
to the public he is Mr. Ford. And he 
won't be selling Chevrolet at the same 



time 



4. Develop original copy handling 
techniques. 

Copy should not only fit the prod- 
uct and the client, it should fit the 
personality handling the commercial. 

Wells Harnett, assistant to the presi- 
dent of John Blair & Co., station rep- 
resentative, New York, says: 

"Any advertiser buying a local per- 
sonality should use live copy, and 
thereby use the sales force of the in- 
dividual. Remember, the person is 
the connecting link between the adver- 
tiser and the audience. The good per- 
sonality will study the copy and the 
product, and then sell it — in his own 
style.'" 

Some commercials can be delivered 
safely in an ad lib fashion. But others, 
for certain types of accounts, require 
close adherence to exact copy phrasing. 
There can be no deviations, for ex- 
ample, in claims for certain food and 
drug items. 

5. Enlist the local personality's co- 
operation wherever possible. 

Here's where the question of ser- 
vicing an account becomes the most 
"iffy." WTiat can a buyer justifiably 
expect the local personality and, in- 
directly, the radio station, to do for 
him? Most people on both sides of 
the media fence — bu)ing and selling — 
agree that just delivering the commer- 
cial is not enough. It s when these 
people start defining just exactly what 
is enough that they get into murky 
waters. 

Every radio station in the country 
today has some kind of a program 
schedule constructed around what it 
considers strong personalities. 

Here are some t\ pical examples of 
the variety of ways in which adver- 
tisers are using such talent. 

The farm director — Farm radio is 
at an all-time high today, and much 
of farm radio advertising is concen- 
trated in the realm of the farm radio 
director. Two of the biggest station 
representative firms maintain full-tiine 
farm specialists, selling only the farm 
market to farm product manufacturers. 



One farm man. Harold J. N/hinit/. 
KFFO AM and T\ , St. J osoph, Mo., 
covered 21,270 miles in one year. In 
that same period of time, he met and 
talked with 10,215 persons, had 020 
guests on his farm show-, \isited 119 
farms and made 45 special remote 
broadcasts. And Ed Slusarcz)k, farm 
director of W1BX, I tica, \. V., is rep- 
resentative of radio farm directors in 
that he has been an active farmer all 
of his life and is active in many local, 
state and national organizations- 12 
at the last count. This kind of activit) 
and coverage means more money in 
the bank for a buyer. 

The disk jockey — Life magazine 
pioneered a promotion-in-depth con- 
cept, buying disk jockey programs to 
advertise the weekly. It sent one of 
its own field men w ith a Young & Rubi- 
cam advertising agency man to brief 
all the jockeys and station manage- 
ment on objectives of the campaign. 
And it briefed them on techniques of 
delivery, too. 

The sporlscastcr — Texaco for the 
past three years has spotted its local 
radio selling emphasis in selected mar- 
kets with well-known sports experts. 

Gerald Johnston, account executive 



Concert Music 

Typical of BMI "service" is 
the complete kit of "Concert 
Music" material U-sod by 
broadcasters daily . . . script* 
and data which help solve 
many music programming 
needs. 

Included in BMI's Concert 
Music Service are: 

CONCERT PIN-UP SHEET — 

A monthly listing of new re- 
cordings, contemporary and 
standard. 

YOUR CONCERT HALL — A 

series of half-hour scripts for 
use with phonograph records. 

TODAY IN MUSIC — Dates 
and facts about the important 
music events of the month. 

BMI-liccnsed stations 
AM, FM and TV— can be 
depended upon for com- 
plete service in music. 
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on Texas Co. at the Kudner agency, 
INew York, explains that the local 
sports personalities back up the radio 
schedule. They make appearances be- 
fore members of the field staff, give 
both informal and formal addresses to 
the dealer organization, pose for pic- 
tures in posters and point-of-sale ma- 
terial when a drive is launched. Radio 
covers all 4'o stales for Texaco, which 
has the largest distribution of any oil 
company in the I . S. 

The homemaker — Mrs. Doris Cor- 
with, supervisor of talks and public 
sen ice programs for MiC and former 
president of the American Women in 
Radio and Television, thinks the femme 
broadcaster can sell best when she has 
complete product anil company infor- 
mation. 

Pri>cilla Fortescue, homemaker at 
\\ EE1, Boston, travels to such points 
as Europe, the West Indies, New York 
and Hollywood lo {rather news and fea- 
ture material of interest to her listen- 
er*. She broadcasts from department 
store windows, makes personal appear- 
ances in behalf of sponsors, "talks up'' 
her advertisers wherever she goes as 
well as on radio. 

The newscaster— Esso (Standard Oil 



of New Jersey) has long been identi- 
fied with the five-minute Your Esso 
Reporter on both radio and tv. 

Curt Peterson, a radio and tv execu- 
tive on the account at the Marshalk & 
Pratt division of McCann-Erickson, 
New \ ork, describes the company's 
use of a local personality in this way: 

"liven though the newscasters are 
always anominous on the air, in that 
they are only referred to as 'Your Esso 
Reporter,' they do a lot of work in our 
behalf under their own names when it 
< omes to meetings, dealer promotions, 
personal appearances and station mer- 
chandising. All of them are very well 
known locally, and we, of course, en- 
courage them to be an active part of 
the community." 

Another sponsor of local news shows 
is International Nickel Co., which sends 
out a complete instruction booklet on 
commercial delivery. It also sends 
the local announcer a sample record 
which he can emulate as to style, pro- 
nunciation and pace. 

The general persono/i'/}- -Undoubt- 
edly the biggest single group of stylized 
local selling personalities is in the fold 
of Housewives' Protective League. HPL 
tailors editorial content and clears 
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HOME OF THE FAMOUS 

• Just 3 minutes from New York City's 
Grand Central Terminal and con- 
veniently near to the Fifth Avenue 
shopping district, the Lexington is 
centrally located. Its 801 outside, 
rooms are all equipped with com- 
bination tub and shower bath, 
circulating ice water, full-length 
mirror, 4-station radio. Television. 
"New York's Friendly Hotel" 
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commercial copy for highb trained 
personality salesmen in 13 markets. 

One of the biggest influences on a 
■buyer going into HPL participations is 
the knowledge of the retail trade, and 
the food retail trade particularly, 
which each of the 13 salesmen has. 

HPL men, and all unusually suc- 
cessful radio sales personalities, hop 
about a lot in their day-to-day work. 
Work doesn t begin as the man sits 
down at the microphone, and it doesn't 
end when he stands up again. 

Take this "diary" of Mark Evans, 
the I1PL personality at WTOP, Wash- 
ington. This, again, is typical of many 
local radio personalities: 

March 14: Attended dinner meet- 
ing given by the Dromedary people, 
with more than 100 representatives of 
major retail outlets in connection with 
a new campaign for Dromedary cake 
mixes. 

March 15: An official invitation, 
requesting Evans' presence, from the 
Missouri Pacific Railroad for the 
awarding of a presidential citation to 
a man who risked his life to save a 
baby. 

March 16: Made a check of the 
chains participating in the Opportuni- 
ties Unlimited promotion. 

March 17: At the request of the 
superintendent of schools, addressed 
300 members of the National Associa- 
tion of School Secretaries convention 
at the Willard Hotel. 

March 19: Spoke at Grocer} Manu- 
facturers Representatives luncheon. 
There were some 75 of city s leading 
brokers and manufacturers represen- 
tatives there. 

March 21 : Addressed 150 managers 
and supervisors of Grand Union's Food 
Fair supermarkets at Statler Hotel 
luncheon. A' ever before had a media 
man been invited to attend these alU 
day sessions. 

All this, plus daily broadcasting! 

Dave Partridge, advertising and 
:-ales promotion manager of Westing- 
house Rroadcasting Co., New York, 
says : 

"I se of local personalities is prob- 
ably the broadest area in which the 
radio station can work to help an ad- 
vertiser make his radio campaign move 
goods. F\er\ time their faces or 
names turn up around town, they make 
news that helps sell your organization 
and ) our customers on the value of 
\onr radio advertising — and helps keep 
them sold!" * * * 
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MARKETING 

(Continued from page 31) 

miliar with the carry-through at the 
point-of-sale which may effect the de- 
gree to which a particular network tv 
vehicle is effective in one market versus 
another. 

McCann-Erickson: A staff of 100 peo- 
ple in this agency's sales development 
department report to Roy Anthony, 
v.p. of sales development. Of these, 12 
men are considered the professional 
marketing people. Other people in the 
department are the experts in re- 
lated fields of merchandising and pro- 
motion. There are, for example, six 
top-level creative people who're ex- 
pected to develop sales promotional 
ideas. There's a packaging man, dis- 
play man, premium man. The depart- 
ment also has specialized copywriters 
and artists for promotion work. 

"Our professional marketing people 
came from top-level sales and manage- 
ment positions in industry," Roy An- 
thony told SPONSOR. "They've been 
marketing or sales managers or even 
presidents of companies representing 
such diversified industries as automo- 
bile, appliances, food, cosmetics, and 
so forth." 

The marketing strategy contribu- 
tions that these men make are actually 
on several levels. On one level, the 
marketing experts work in close liai- 
son with the account executives, advis- 
ing clients through them about sales 
development ideas. They also work 
with departments within the agency, 
so that their marketing information 
guides media buying and the develop- 
ment of copy themes. 

On the highest level, three members 
of the sales development department 
are active members of the agency's 
marketing plans board. This is the top 
management group which formulates 
final marketing strategy and advertis- 
ing plans to fit into this marketing 
strategy. 

Merchandising, or the follow-through 
on advertising, are also a function of 
the sales development department. 
There are many levels where such 
carry-through is necessary. For exam- 



100% NEGRO PROGRAMS 
IN NASHVILLE, TENNESSEE 



pie, when a client decides to buy a 
major network vehicle, it's important 
that the client sales force and trade he 
alerted to it, so that retailers can be 
stocked up sufficiently to meet hypoed 
demand as fast as possible. 

y\nother form of follow-through, of 
course, is tying point-of-sale display 
in with national advertising. 

"Take this example," says Anthony. 
'"Recently a commercial featured a 
particular fashion item our client sells. 
By the time the commercial went on 
the air. retailers had a three-dimen- 
sional cardboard display which showed 
the same item not on a photograph, 
but in actuality. This reminds the con- 
sumer of the commercial and refreshes 
her mind on some of the copy points 
made on the air." 

In McCann-Erickson's philosophy, 
"you can't separate advertising from 
marketing." 

BBDO: Lyle Purcell, BBDO v.p. in 
charge of marketing, feels that proper- 
ly done, "marketing objectives should 
he spelled out first and copy and me- 
dia strategy should grow out of it." 

In practice, the effect of marketing 
knowledge within marketing-conscious 
agencies upon advertising strategy is 
less well-defined. BBDO's marketing 
department, as such, is among the 
most highly specialized, breaking 
down into such service segments as 
Negro market department, store test 
operations, sports contact department, 
sales analysis, market analysis, pack- 
age design, promotion plans and pro- 
grams among others. 

These departments w ithin marketing 
are available not only through re- 
quests from account executives, hut 
also as a service to other agency de- 
partments. For example, it's logical 
that a timebuyer who's busy lining up 
a campaign on Negro radio would 
consult w ith the members of the Negro 
market department. 

"They have a profile of the market 
that we may want to reach that goes 
beyond rating figures or population 
statistics," a BBDO timebuyer told 
sponsor. "They know, for example, 
the reaction of the trade in various 
Negro markets to radio, the buying 
patterns of the consumers in those 
areas. This is knowledge that a time- 
buyer can then translate into a more 
effective schedule." 

The relationship between media men 
and marketing men also works on the 
I reverse level, when it comes to mer- 
1 chandising carry-through for a par- 



ticular campaign. Media decision* are, 
after all, made in the media depart- 
ment as result of the broad marketing 
knowledge provided through the ac- 
count executive. But once the media 
decisions are shaped, the merchandis- 
ing men within the marketing depart- 
ment take over. 

"The most expensive network tv 
show can be relatively ineffective if 
it's not properly merchandised at the 
point of sale," one BBDO marketing 
man told sponsor. "Such merchandis- 
ing actually starts with the client sales 
force, carries through the trade and 
then goes right up to the shelf and 
into the window displays. You can't 
isolate any aspect of advertising or 
selling from over-all marketing plan- 
ning." 

BBDO's marketing experts as such 
are men with background in a particu- 
lar industry. 

"We want our marketing men to 
have experience in depth," says Pur- 
cell. "By this I mean that they're gen- 
erally men between 36 and 42 who've 
acquired successful sales experience in 
various channels of a particular indus- 
try." 

Tn practice, they may work only 
through the account executive, or be 
channeled directly to either the head 
of advertising or head of sales in the 
client office. The account supervisor, 
who's in effect the business manager 
of the account, dictates how the mar- 
keting expert's knowledge is to he 
used. 

Benton & Boules: This agency is an 
example of the trend toward marketing 
experts as account supervisors. The 
ultimate responsibility for marketing 
counsel rests with the account men at 




"The winner-r-r-r — and KRIZ 
Phoenix fans can believe it or not — 
the new champion!" 
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B\B. hut the emphasis in hiring these 
lias been upon men who've had actual 
sales management experience in their 
client's industry. 

At the same lime, the agency has 
initialed an experiment in marketing 
with ils recent creation of a profes- 
sional marketing division. This group 
of eight people specializes in pharma- 
ceutical and chemical selling. It has 
in il not only marketing men with 
sales and product management experi- 
ence in those industries, but also a 



timebuxer and copywriter who's spe- 
cialized in that area. 

For field work and trade contact, 
the agency relies principally upon 18 
men in the store audit group, which 
makes 1263 drug and grocery store 
audits even month. 

'J his group is in our research de- 
partment,'" says Charles A. Pooler, 
former])' v. p. in charge of marketing 
and now head of the agency adminis- 
trative section. "They spend 75% of 
their time in the field and help set up 



WHAT IS A 



CREATIVE 
SALESMAN ? 



He sells air media strategically by making personal 



calls. 

He covers all bases from timebuyer, media 
director, account executive, advertising manager 
to client. 

He knows his product in relation to the advertiser's 
sales problems. 

He knows that it pays to listen. 

He sincerely believes that a good sale is 

profitable to both parties . . . and builds towards a long 

and happy relationship. 



Such a man is available with 17 years of successful 
creative selling in TV, radio, films and transcriptions. 



Presently employed in the $15,000 bracket 
BUT seeking new opportunity with a challenge! 



Write or wire 



BOX 723-SP0NS0R 



4 O F 49TH STREET 



NEW YORK 17, NY 



marketing 
keting strategy 



test market operations to guide us on 
a small scale before committing na- 
tional budgets." 

While the results of these store aud- 
its do serve as a guide in media buy- 
ing, the results are first interpreted 
and digested by researchers. The men 
who're oul in the field conducting the 
audits are not marketing experts, and 
do not make marketing or media rec- 
ommendations on the basis of their 
field w ork. 

Cunningham & Walsh: The 8 market- 
ing experts in this agency, five of 
whom are agency v.p.'s, operate on the 
same level as account executives, with 
specific account assignments. They also 
work as a committee on major market- 
ing studies for particular clients. 

The closest tie exists actually be- 
tween marketing men and the heads 
of media and research. Sometimes re- 
search and media help provide infor- 
mation that shapes a client's broad 
dan. Then when the mar- 
is set up, media de- 
cisions grow out of it. 

"Eventually, everyone in media and 
research, on an executive level, is like- 
1\ to have sound marketing back- 
ground." a C&W marketing v. p. told 
sponsor. "There's a natural tie be- 
tween these functions in the agency. 
A marketing study that one of us may 
make for a client will be based not 
only on our own work with the client 
sales management or top management 
and our own field work, but also upon 
work done by media men and research- 
ers. When the final marketing plan 
evolves out of this study, then media 
gets back into the job of making de- 
cisions that A\ill solve the marketing 
problems and fulfill the objectives 
outlined.'' 

The function of C&W marketing 
men, while on a level with account 
executives, is a flexible one. Some- 
times the final advertising recommen- 
dations derive predominantly from the 
account executive, based on the study 
made by the marketing man. 

"The agency still feels that an agen- 
cy's predominant function is to de- 
velop creative advertising,'' the C&W 
marketing executive told sponsor. 
"But good marketing planning is the 
first creative function from which ad- 
vertising evolves. This is a period of 
transition. Eventually, however, mar- 
keting experts will be fulfilling their 
role within agencies not only in a de- 
partmentalized sense, but as account 
men and media men as w ell." * * * 
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KM B C - KFR 



The big news in Kansas City radio is the 
New Sound on KMBC KFRM I By complete- 
ly overhauling old programming concepts, 
KMBC KFRM have introduced a new type 
of radio service that's tailored to today's audi- 
ence demands. New variety, new personali- 
ties, new formats, new impact — they're all 
woven into every hour of every broadcast day. 
This iuspired local programming, combined 
with the best from the ABC Network, pro- 
duces radio that sells as it serves I Your 
Colonel from Peters, Griffin, Woodward, Inc. 
can tune you in on the New Selling Sound of 
KMBCKFRM. 



0? 



KMBC <U Kansas City 
KFRM pxt the State of Kansas 
in the Heart of America 




. . . CBS . . ABC . . . 
Columbus, Georgia 

... a Billion dollar* 
TV market with 
a population of 

991,900** 

* E. B. I. ** 1956 Survey of B. P. 



CALL HOLLINGBERY CO. 



ADVERTISERS' INDEX 

Assoc. American Railroads 11 

Broadcast Music, Inc. - 107 

Box 723 110 

Box 724 103 
DuMont Laboratories, Inc. 

Hotel Lexington 10S 

Meredith Group IBC 

Mid-Continent 20 

XBC Spot Sales 62-C3 

Noemac Group ... 58 

Petry, Edward 11-1 

Pulse, Inc. 78 

Radio-Tv Reps. 61 

Schwimmer Prcd. 17, 18, 19 

Sponsor ... .55, 77, 97, 98, 99, 104 

Sullivan, Stauffer, Colwell & Rayles . 6S-69 

Westinghouse Broadcasting 94, 95 

Adam Young _ BC 

Ziv-TV .... ...... ._ 50-57 

CKLW, Detroit 10 

KBIG, Hollywood 6 

KERG, Eugene 103 

KFAB, Omaha 9C 

KGB, San Diego . .. 10 

KIMA-TV, Yakima . ... 48 

KMBC-TV, Kansas City 111 

KMPC, Los Angeles 102 

KOIL, Omaha SS-S9 

KPQ, Wenatchee S 

KPRC-TV. Houston .... IFC 

KRCA, Los Angeles . .. . 23 

KRIZ, Phoenix 106, 109 

KRJ1G, Tulsa 85 

KROD-TV, El Paso 111 

KTHS, Little Rock ... .7 

KVAL-TV, Eugene . 93 

KWKW, Pasadena .90-91 

KWTV, Oklahoma City 12-13 



WAFB-TV, Baton Rouge 
WAGA-TV, Atlanta 
WAVE-TV, Louisville 

YVBAM, Montgomery 

WBAY-TV, Green Bay 
WBBM, Chicago 

WBNS, Columbus 

WBRZ-TV, Baton Rouge 

"WBTV, Charlotte 

WCKT, Miami 
WCUE, Akron 
WDBJ-TV, Roanoke 
YVEHT-TV, Henderson, Ky. 

WFAA, Dallas 

WFBR, Baltimore .... 
WFIL-TY", Philadelphia 
WFMY-TV, Greensboro 
WJAC-TV, Johnstown 
W.IRK-TV, Detroit 
WJHP-TY, Jacksonville 

W1LS. Lansing 

WJYVI.,, Georgetown 

WKY-TV, Oklahoma City 
WMRR-TV, Jacksonville ... 

WarT, Cedar Rapids 

AVNAX, Yankton 

WNCH-TV. New Haven . 
WPEN, Philadelphia . 
WRBL-TV, Columbus . 
WRC, Washington, D. C. .. 

WREX-TV, Rockford 

WRGB, Schenectady 

WRGP, Chattanooga . . 

WS.M, Nashville 

WSOK, Nashville 

WTAR-TV, Norfolk ... 

AVTYJ, Miami 

WVKO, Columbus . 
I \V\VDC, "Washington, D. C. 
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KROD-TV 



YOU'LL SELL 

MORE ON 

CHANNEL 4 

m the El Paso 
Southwest ! 



• KROD-TV dominates El Po:< 
County* 

• KROD-TV is the only station 
to reoch Alomogordo (set 
penetrotion 80%) and Sil- 
ver City (61). 

• 98% reported Excellent or 
good reception for KROD- 
TV in Los Cruces (81.3 
penetrotion) while only 10% 
reported the some for sto- 
tion "B" 

•March 1956. Telcpulse «nd TelcDulse on 
set owneishlD. 



KROD-TV 

CHANNEL 4 

EL PASO texas 

CBS - ABC 




AFFILIATED with KROD-600 kc (5000w ^ 
Owned & Operated by El Paso Times, Inc 



Rep. Nationally by the BRANHAM COMPANY 




Iowa again ranks number one in 
the nation in meat production. 



WMT 

where your copy is well fed 
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2'j million people with $3 billion to 
?I>entl they spend $2.5 million in retail 

stores — a lot of it to buy produets 
they hear about on 



WN AX 



570 



The most effective and economical media 
buy to cover all of vast Rig Aggie 
Laud* one of the more important 
markets in the I .S. Call your Katz man. 

I W e may have made a mistake in spelling, 
but there's no mistake about the people 
in Itig \ggie Land they're loaded.) 





WNAX-570 

YANKTON, S. DAKOTA 

< lis It.i.ll o A Covilrs 
Million 

I ml.r Iin< Hiuitu nmmiKf— 
Mi.nl n < KVI'V Clluiui. 1 <», 
Si. ,ux < iiy, Iiihs 
Don. 1). Sullivan, 
A.K.rll-iiiH llircrlnr 




Xorman F, Lc/mwiii. recently appointed gen- 
eral manager of the Frigidaire division of General 
Motors, has been elected a lice president of the 
corporation. He has been associated with the 
company 31 years, and was named general mana- 
ger of Frigidaire 1 July. The division, a long-time 
broadcast advertising buyer, has heavy network tv 
schedules. It sponsors segments during the day- 
time on the Garry Moore Show and Arthur God- 
frey, and it buys Do You Trust Your Wife?, a 
nighttime half hour, all on CBS TV. Lehman was 
most recently general sales manager of Frigidaire. 



Manuel YoIIeu has been named director of 
advertising for P. Lorillard Co., New York City, ivith 
responsibility for all advertising of Old Gold and 
Kent cigarettes. Yellen has been with the com- 
pany since 1933, and has worked as West coast 
sales manager for the past six years, 
lie was 20 years old when he began work- 
ing for the company as a salesman in lYew York. 
Since then, he served five years as division sales 
manager in Cleveland before taking a seven year 
Navy leave. Horn in Los Angeles, he studied th^re 
and at the New York University School of 
Busin ess A dm inist ration . 



Louis Ij. Erflmaitu, director of radio and tele- 
vision for Robert W. Orr & Associates agency, 
New York, since 1951, has been elected vice 
president in charge of broadcast media, lie 
worked previously as director of radio and tv at 
Ogilvy, Benson & Mather, Neiv York, a post to 
which he was named icithin a year after joining 
the agency, lie's also had a stint in guest rela- 
tions at NBC. Ergmann was graduated in indus- 
trial engineering from Syracuse University, Syra- 
cuse, N. Y., in 1918. He lives in Easton, Conn. 



Alexander 11*. "ftiulc" f>aiiii<>iiboiiiii. Jr. 

has been promoted from national sales manager of 
Westinghouse Broadcasting Co. to vice president- 
sales. A 20-year broadcast veteran, Dannenbaum 
is responsible for the sales and sales policies of all 
WBC radio and tv properties in Boston, Cleveland, 
Ft. Wayne, Pittsburgh, Portland, Ore., and San 
Francisco. He's also worked as commercial 
manager of WPEN and WPTZ (TV), Philadelphia. 
When NBC purchased the WI1C properties in that 
city, changing the call letters to WHCV and 
WRCV-TV, he continued as assistant general 
manager, rejoining WBC in 1956. 
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when it comes to numbers 




WRGB is still the leader in rich Northeastern New 
York and Western New England with a population of 
2,152,300. Nearly half a million television families with 
an effective buying income of $3,285,604,000 now receive 
the services of WRGB. 

WRGB continues to dominate this wealthy 30-county, 
populous market with its powerful VHF signal. 

Contact your nearest NBC Spot Sales representative 
today for the full story on the profitable WRGB market. 



WRGB 



IS SOLD BY 



SCHENECTADY... ALB A NY... TROY 



SPOT SALES 



CO % 
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wine grower must often wait many, many years for his rare vintages to mature and 
his investment to be returned in the market place. 

In .Spot Television, the value of good time periods grows mueh faster. The program 
(or commercial) making its debut to thousands today will be viewed by many more thou- 
sands tomorrow. This is because thousands of new TV sets are bought daily and viewing 
time per home keeps increasing. 

It pays to make Spot Television your basic advertising medium. And, as your Petry 
account executive will show you, our large fund of research and descriptive data can be 
of much help in your Spot TV planning. 



WSB-TV 


Atlanta 


WBAL-TV 


Baltimore 


WGN-TV 


Chicago 


WFAA-TV 


Dallas 


WTVD 


Durham-Raleigh 


WICU 


Erie 


KPRC-TV 


Houston 


WHTN-TV 


Huntington 


WJHP-TV 


Jacksonville 


WJIM-TV 


Lansing 


KARK-TV 


Little Rock 


WISN-TV 


Milwaukee 


KSTP-TV 


Minneapolis-St. Paul 



WSM-TV 

WTAR-TV 

KMTV _____ 

WTVH 

KCRA-TV 

WOAI-TV 

KFMB-TV 

KTBS-TV 

WNDU-TV 

KREM-TV 

KOTV 

KARD-TV 

ABC 



Nashville 
Norfolk 
Omaha 
Peoria 
Sacramento 
San Antonio 
San Diego 
ShrevepoH 
South Bend 
Spokane 
Tulsa 
Wichita 
Pacific Television 
Regional Network 



Represented By 



Edward Petry & Co., Inc 



The Original Station Representative 



NEW YORK 



CHICAGO 



ATLANTA 



DETROIT 



LOS ANGELES 



SAN FRANCISCO 



ST. LOUIS 
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REPORT TO SPONSORS for 23 Jiily If).»« 

(Continued from pnge 2) 



Tv expensive 
for retailers? 



Getting your 
money's worth? 



FCC slow, says 
Senate group 



Late movies sell 
men Brylcreem 



Flav-R Straws 
gets tv intro 



NAFBRAT blasts 
programing again 



Toy outlets sell 
with tv kid show 



Tv broadcasters' problem of convincing retailers video can be effec- 
tive per dollar expended was again highlighted by recent survey. 
Study was conducted by National Assn. of Retail (Men's) Clothiers 
and Furnishers. Of 47 men's wear stores which used tv, 32 had dis- 
continued medium, with majority saying it was too expensive. How- 
ever, some of these intend to use tv in future. Altogether, 25 of 47 
will use tv in fall. 

-SR- 

Many admen missing boat in their purchase of local radio person- 
alities. SPONSOR survey of agency and client executives, station 
reps, network people shows some first steps buyers should take in 
getting most out of investment in general-appeal personality, news- 
caster, disk jockey, etc. For full story, see page 38. 

-SR- 

Senate Commerce Committee dissatisfaction with FCC action toward solv- 
ing allocation problems was evident in committee's interim report, 
not yet released at SPONSOR'S presstime. While committee held that 
shift to uhf must await evidence it will not deprive substantial areas 
of tv service, it noted that there was danger FCC consideration of 
shift "might drag on indefinitely, as has been charged with respect 
to certain other Commission proceedings." Committee also urged quick- 
er action in granting vhf channels where de-intermixture is not pro- 
posed, declared hearings in such cases "have run on for an un- 
conscionable time." 

-SR- 

Late-night film fare is program vehicle for Brylcreem announcements 
in 106 tv markets. Hair dressing ventured into off-beat times 4 years 
ago, has more than doubled sales, quintupled ad budget. See page 38. 

-SR- 

After launching new chocolate flavored straws with tv participations 
in New York metro area, Flav-R Straws reports sale of 18,000,000 
straws in month, "a phenomenal record." It's using same tv pattern 
from market to market; plans to launch new flavors, cherry, coffee, 
vanilla and strawberry. Firm buys children's shows, backed by heavy 
merchandising, publicity. Agency: Dowd, Redfield & Johnstone, NYC. 

-SR- 

Do you have a moral or public relations problem to face up to if 
children's program you sponsor was termed "objectionable" in recent 
sixth annual report by National Association for Better Radio and 
Television? NAFBRAT is most vocal U.S. listeners' group with L.A. 
headquarters. It put objectionable tag on virtually every film ad- 
venture show on air. NAFBRAT so labels "all programs which incor- 
porate crime as their basic story theme..." Even Robin Hood gets 
only grudging "fair" classification because Robin's motives are not 
always "clearly drawn." Consensus among admen is that NAFBRAT, de- 
spite occasional round of publicity it stirs, has little sting in 
addition to setting unrealistic programing standards. 

-SR- 

Darling Stores, NYC franchise operation of 50 juvenile toy and furni- 
ture outlets, doubles its air time with sponsorship of hour-long 
Freddie the Fireman on WABD, New York Mon.-Fri. Company uses co-op 
money from toy manufacturers, expects to expand into other markets 
with similar set-up shortly. Agency: Getschal Co., NYC. 
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Marketing's future 

Advertisers have heard a great deal 
about marketing services by agencies 
in recent years. We believe they are 
destined to hear a great deal more. 
The growth of marketing services by 
agencies is inevitable. 

Just why, is not always understood. 
But to us it seems very clear that the 
growth of television, even if there were 
no other factor present. v\ould make 
agency marketing services increasingly 
important. 

For the major packaged-goods ad- 
vertiser, television virtually is market- 
ing. That is to say it is so dominant 
a part of the machinery of selling the 
product that most other considerations 
become secondary. If this is so and 
if the advertising agency phi):? a ma- 
jor role in television activity for the 
packaged-goods client, then the agency 
inevitably will round out its services 
into the are;i of packaging, pricing, 
and merchandising counsel. 

It is not just a matter of completing 
a circle which is rune-tenths completed 



anvwav by virtue of the thorough job 
the agency is already doing in tele- 
vision. It is also a matter of communi- 
cations speed which is involved. Re- 
sults from television can be obtained 
so rapidly and conditions can change 
so fast that an ageney must be inti- 
mately linked w ith all marketing con- 
siderations to do its job. The best 
way that the agency can he kept in 
up-to-the-minute contact with market- 
ing considerations is if it is doing a 
marketing job for the client. 

As things stand today, marketing 
services varj considerably from agen- 
cy to agency, SPONSOR found in ques- 
tioning executives at a number of ma- 
jor shops (see article this issue page 
29). '1 hat's perfectly natural. Market- 
ing is in an early enough stage so that 
you'd expect to find variations. But 
we suspect the appellation marketing is 
being given in some cases to pin- 
pointed services which do not cover 
the full range of marketing counsel. 
To us it makes more sense to reserve 
the use of the word marketing for a 
complete service covering every facet 
of moving goods — from the idea stage 
to the sales counter. 

But long before someone appoints 

a committee to decide just what should 

be covered under agency marketing 

-en ice, we suspect most agencies will 

have broadened their services along 

pretty much the same lines. And, as 

v.e said, television will be a prime 

simper and mover. 

* * * 

Traffic jam in Little Rock 

This happened, not on Fifth Avenue 
in New York, or Michigan Boulevard 
in Chicago, but in Little Rock. Ark. 
We were caught in an ocean of cars 
that stretched as far as the eve could 



see and kept us going at a snail s pace 
for nearly 30 minutes. 

The writer was one of a group of 
New York, Chicago, and Dallas guests 
invited to attend the opening of the 
magnificent new KTHY studios (as 
functional, by the way, as any we 
have ever seen) and its mountain-top 
tower. 

The miracle of the jam-up, so far as 
this writer is concerned, is the mental 
impression he had of Little Rock dating 
from a prcv ious visit some years earli- 
er. It was hard to change the picture 
from a quiet, sunswept, pleasant, big 
countr) town to a mushrooming, throb- 
bing business and industrial center. 

What is happening in Little Rock is 
going on all ov er America. Cold sta- 
tistics don't tell the story. Neither 
does second-hand information. We've 
said it before and we'll say it again — 
if voure job is sizing up market poten- 
tial, vi>it them personally. 

Advertising is big business. We 
think it is false economy to view the 
United States from an air-conditioned 
office on Madison Avenue. 

* * * 

That $64,000 question 
The following is a financial report 
as carried in the 12 July issue of the 
Xetc York Herald Tribune: 

"Revlon. Inc., reports its sales for 
the first six months of 1956 rose to 
$40,800,000, an increase of almost 
133 ft- over the comparable period last 
year. Earnings for the six months are 
estimated at $3,708,000, or greater 
than total net profits of $3,656,000 
for the entire year of 1955." 

Looks as though giving away lots 
of money is good business when you 
do it front of a television audience. 



♦ Applause 



Profits without glamor 

\ lot of people in this tv advertis- 
ing bn-incss think the formula is sim- 
ple for moving package-goods from re- 
tailers 1 shelves Yon spend a lot of 
moriev on high-rated shows lor on 
high-rated announcements between 
shows I. ^ on add a healthy slice of 
vonr budget for talent, and the out- 
< orne is r irif_''m» cash registers. 

But a few people, arid a few com- 
panies realize there arc other and 
less obvious routes to sales success. 

One of these companies is Harold 



V. Ritchie, Clifton. N. J., which makes 
Brvlcreem hair dressing for men. 
Ritchie and its agency. Atherton & 
Currier, New York, some three years 
ago ventured into the cold waters of 
late-night tv with a limited ad budget. 
Thev bought slots in relatively low- 
rated film programing, on a market- 
to-markel basis. They used the same 
jingle, and the same commercial theme, 
rii»ht after night, film in arid film out. 

\nd what happened? Today, the 
bridge! has increased from $50,000 to 
between $2 and S3 million, with out- 



lets totalling 106. Brvlcreem has now 
gone to No. 2 spot in many markets. 
And the same late-night formula is 
being used for two other Ritchie prod- 
ucts. FAO Sparkling Antacid and 
Scott's Emulsion I see storv , page 38). 

We like the implications of the Bryl- 
crccm story. In a sure and workman- 
like way, the company has used tv 
within its own means to accomplish as 
much as many of the more glamorous 
accounts. It's done this job by re- 
membering two basics of any adver- 
tising consistent 1 } and frequency. 
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' As the "London Illustrated News" sees KCMO's New Tower 
... the World's TALLEST self-supported Tower! 

. . . it's the object of world-wide interest . . . and in Kansas City it's the signal of success, for, 
according to ARB and PULSE (Apr. 7-13, 1956), KCMO is the No. 1 station in most-viewed 
quarter-hours and most-viewed shows! 




KANSAS CITY 



SYRACUSE 



I 



% w w 



RADIO 

81 0 kc. 
CBS 



TV 

Channel 5 
i CBS 



i 



RADIO \ TV 

l 620 kc. \ Channel 8 
^ CBS \ CBS 





* . P i 



,6 by K A T Z AGENCY INC 



RADIO \ TV 
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JOHN SIAIR & CO. BLAIR TV. INC. 



MEREDITH 'Radio- cutd 7devoU**t S TAT IONS 

affiliated with Better Homes and Gardens and Successful Farming magazines 
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Advertisers and their agencies know the radio stations represented 
by Adam Young, Inc. have been carefully pro-selected on the basis of 

1 Superior station management. 

2. High audience delivered. 

3 Ability to "move the goods". 

4 At the right cost. 

Because of this pre-se/ecr/on and analysis, time buyers know that an 
Adam Young station will produce results. 
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